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Rough Proofs 


Consult Madame Pauline in 
seven different languages,” says a 
sign on Atlantic City’s board walk. 
If she could find the right answer, 
one would be enough. 


7, Vv F 


Forbes refers to Henry A. Wal- 
lace, “whom Mr. Roosevelt insisted 
must be nominated last year as 
vice-president.” And whom will 
continue to be a leading expert on 
hybrid corn? 


- Se 


“Bankers’ Club unfair to organ- 
ized labor,” according to pickets pa- 
trolling Philadelphia’s Broad street. 
And if you don’t think the bankers 
are worried, read the labor union 


financial statements in Westbrook 
Pegler’s column. 
v,vyY 


A new Magna Charta for adver- 
tising agencies has just been signed. 
The Curtis 
has agreed to restore the 
cash discount. 
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“There’s no good excuse for the 
spirit of defeatism that permeates 
Wall street,” says Advertiser E. A. 
Pierce. There’s nothing wrong with 
Wall street that a few million-share 
days wouldn’t cure. 


, @ F 


With clothing makers tying up 
with cigaret promotions and cereals 
working with style fabricators, it’s 
only a matter of time before a smart 
liquor advertiser hooks up with 
Bromo Seltzer. 


* F 


Art Ogle, former managing di- 
rector of the ANA, is making a suc- 
cess of running a Florida resort ho- 
tel. After learning how to please 
a flock of advertising men, keeping 


vacationers satisfied must be a 
cinch. 
v v v 
H. K. Dugdale talks about the 


smug complacency of some home 
office insurance executives on the 
subject of advertising. Those 
the fellows who never pocketed a 
rate book and started ringing door 
beils 
, a 
What ever became of the 


fashioned saloon which delicately 
offered its attentions to the so-called 


fair sex with the sign, “Ladies’ En- | 


trance”? 
.¢e 9 


“You've been OPM-ed out of 
your present job,” suggests an ad- 
vertising agency looking for a new 
Copywriter. If you have, you've 
merely fallen temporarily into the 
alphabet soup. 


J 


The problems of automobile deal- 


ers confronted with a shortage of 
1942 nodels could be easily solved 
if some manufacturer would just 
Start making a lot of second-hand 
Cars, 
-. Sew we 

Miss America, 1941 edition, has 
lots of what it takes, but for real 
Popular appeal there’s never been 


anything quite so amazing as Wal- 
er Winchell wrapping himself in 
ro folds of the Star Spangled Ban- 
er. 

i 


If the Dodgers win the National 
Leagus pennant, the least they can 
4 will be to issue a blanket en- 
ent of Wrigley’s chewing 


Copy Cus. 


Publishing Company | 
er cent 
” | farm papers are on the schedule. 


are | 


| lished 
| parties concerned,” 
old- | 


DEFENSE WARNING 
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Copy in National Carbon Company's 
1941 Prestone campaign spotlights the 
heavy demand for anti-freeze by the 
Army and Navy and points to limited 
quantities for motorists. Ads have 
already been released in some Minne- 
sota areas and will be extended nation- 
ally as the thermometer drops. About 
500 newspapers and 60 magazines and 
J. M. 
Mathes is the agency. 


Admen Applaud 
Spread of 2% 


Cash Discount 


Expect NBC, CBS to 
Join McGraw-Hill, 
Curtis in Move 


New York, Sept. 17.—The two 
per cent cash discount appeared to 
be entrenched more firmly 
ever in the advertising picture this 
week following the rescinding 
action abolishing the allowance by 
Curtis Publishing Company and 
McGraw-Hill Publishing Company, 
and indications that Columbia 
Broadcasting System and National 
Broadcasting Company plan _ to 


establish the discount in the near | 


future. 
Terming the discount 
practice 


estab- 
“beneficial to all 
Paul B. West, 
Association of National 


an 


president, 


| Advertisers, pointed out that “it is 


unfortunate the question of the dis- 
count has been confused with ad- 
vertising rates. The one is a busi- 
ness practice, the other a matter of 
price. The one is a principle affect- 
ing the advertising structure as a 
whole; the other is a matter which 
must be considered in the light of 
each individual publication.” 

Mr. West congratulated Curtis 
and McGraw-Hill and referred t 
the decision of CBS and NBC “t 
establish the cash discount at the 
earliest possible date.” 

“It is our hope that other ele- 
ments of the industry, particularly 
other broadcasting companies and 
those newspapers that do not allow 


(Continued on Page 31) 
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Advertising Still 
Faces Tax Threat, 
Doughton Hints 


New Revenue Bill 
Anticipated as One 
Becomes Law 


Washington, D. C., Sept. 18.—The 
biggest tax bill in history graduated 
to the statute books this week 
/minus the proposed levies on radio 
and outdoor advertising which were 
killed in the Senate, but not before 


the man _ chiefly responsible for 
writing the bill had assured the 
House that further attention to 


advertising taxes will be given in 
future revenue measures. 


While members of the House | 
were engaging in perfunctory de- 
bate before accepting the confer- 


ence report on the bill, the assur- 
ance was given by Rep. Robert L. 


Doughton, ways and means com- 
| mittee chairman, that taxes on 
advertising are not permanently 
| dead. 


The subject was brought up by 
| Rep. Frank Crowther of New York, 
second-ranking Republican on the 
committee. He asked: “I want to 
| know if anything has been done as 


|}regards future’ consideration § of 
radio broadcasting as such con- 
nected with advertising, or with 


advertising separately. 

“There is a business that would 
be making from 33 to 45 per cent 
on invested capital if they absorbed 


|}in the bill, but still they are going 
scot free. Are you going to con- 
sider that in connection with some 
of these other things?” 


Will Be Considered 


than | 


Rep. Doughton, the North Caro- 
|lina veteran, replied that the ques- 
tioner “will have just many 
votes on that subject as the chair- 
man of the committee.” He added: 
“IT have no doubt that that question 


(Continued on Page 31) 
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HEADS NIAA 


W. D. Murphy, Reincke-Ellis-Younggreen 
& Finn, Chicago, who was elected presi- 


dent of the National Industrial Adver- 
tisers Association at the organization's 
annual convention in Toronto last week. 


Senate Passes 
Bill Revising 
Trademark Law 


Fear Innocent Parties 
Liable to Prosecution 
for Infringement 


all the tax that was laid on them! 


Washington, D. C., Sept. 18. 
Efforts to rewrite trademark law 
| advanced a step this week when the 
| Senate passed the so-called Lanham 
bill, which has been pending in 
various forms since 1938 
| was taken on routine reading of the 
| calendar of unopposed bills 

The bill which the Senate passed, 
S. 895, is the 1940 version which 
failed to become law last year only 
| because the Senate voted to recon- 
sider and sent the bill back to com- 

(Continued on Page 33) 


Chicago, Sept. 19.—A series of co 


Carnation Company, Milwaukee. 


has the account. 


Louisville, Sept. 19.- 


December. 
Liberty, Newsweek and newspapers 
for the Old Forester brand. 


the Federal Trade Commission 
charging the company 
“Eversharp repeating pencils are g 
but forever!” 


| New York, Sept. 19.—Seeking an 


brown diamonds for men.” 
in 40 years, promotion will feature 


mention of DeBeers. 


| new men’s gems. 


Last Minute News Flashes 
Carnation Milk Expands Advertising Program 


lor pages in Life and True Story will 


mark expansion this fall of promotion for Carnation milk, product of 
Current campaigns in Hygeia, Parents’ 
and medical and home economics journals, will continue as will the radio 
advertising which includes the “Contented Hour.” 


Erwin, Wasey & Co., 


Launch Record Drive for Old Forester Whisky 

A fall campaign for Old Forester whisky, using 
10 magazines, newspapers in key cities and point-of-sale material, has 
been launched by Brown-Forman Distillers Corporation, to run through 
Early Times whisky also will be pushed by the company in 


in addition to the record promotion 


FTC Issues Complaint Against Eversharp 

Washington, D. C., Sept. 19.—Eversbarp, Inc., was added to the list of 
pen companies whose interpretation of “guarantee” differs from that of 
today 
with misrepresentation 


when a complaint was issued 
in the copy claiming 


uaranteed not tor years, not for life, 


The FTC calls the guarantee merely a contract to repair 
the pencils at a flat rate of 35 cents. 


Brown Diamonds for Men Featured by DeBeers 


expanded market, DeBeers Consoli- 


26 | dated Mines today started a campaign in The New Yorker featuring “new 
Termed the first new idea in men’s jewelry 


designs of leading jewelers, with no 


Expectation is that promotion on this item will be 
) | expanded later, supplementing the company’s regular magazine cam- 
32 | Paign. N. W. Ayer & Son is the agency handling the promotion of the 


Pee 


Action | 


NIAA Opposes 
Change in Census 


of Manufactures 


Don Murphy Heads In- 
dustrial Advertising As- 
sociation 


Toronto, Sept. 19. — Declaring 
that the proposed change in the 
census set-up so that the census of 
manufactures would be taken every 
five years instead of every two 


| years, as at present, would “greatly 
| impair” 


the 
the 


value of 
National 


the census 


material, Industrial 


| Advertisers Association, holding its 


annual convention here this week, 
adopted a resolution opposing the 
change, and requesting permission 
to be heard by the House committee 
which is now considering the legis- 
lation. The resolution expressed 
opposition to S. 1627, which passed 
the Senate recently, and to H. R. 
5139 and 5232, all of which are cur- 
/rently being considered by the 
House census committee. 

Declaring that the present bien- 
nial census of manufaetures “is 
being actively used and has proved 
| to be of real value to manufac- 
|turers of industrial products in 
lowering their costs of distribution,” 
and asserting that current rapid 
changes make up-to-date statistics 
more vital than ever, the associa- 
tion asked withholding of action on 
the bills “until the committee on 
the census may confer with a com- 
mittee of this association to discuss 
the advisability of the proposed 
legislation or any new legislation 
which would affect the present 
schedule or nature of the census of 
manufactures.” 

Named on the NIAA committee 
were Harry Neal Baum, Fairbanks, 
Morse & Co., Chicago, chairman; 
Robert E, Harper, American Road 
Builders Association, Washington; 
Roland G. E. Ullman, Philadelphia 
agency head, and Ralph O. Mc- 
Graw, editor, Industrial Marketing. 
That the committee will be given 
a hearing has already been assured 
by Rep. Guy L. Moser, chairman 
of the House census committee. 


Opposes Advertising Taxes 


In another resolution, the NIAA 
took cognizance of recent attempts 
to tax certain advertising media by 
recording “its opposition to any 
discriminatory tax on specific 
media,” such as that contained in 
H, R. 5417, and instructed its of- 
ficers to forward a copy of its reso- 
lution to all Senators and Congress- 
men in the United States. 

More than 700 registered for the 
convention, which heard a number 
of featured speakers, but as in the 
past, devoted most of its time to 
informal panel sessions and round 
tables at which industrial adver- 
| tising and merchandising problems 
| were discussed. 

At the annual business session 
which wound up the convention to- 
day, W. Donald Murphy, Reincke- 
Ellis-Younggreen & Finn, Chicago, 
was elected president of the or- 
ganization. Mr. Murphy, who has 
been an officer of the organization 
for the past four years, succeeds 
Richard P. Dodds, advertising man- 
ager of Truscon Steel Company, 
Youngstown, O. 

Six vice-presidents elected were 
H. V. Mercready, Magnus Chemical 
Company, Garwood, N. J.; Louis J. 
Ott, Ohio Brass Company, Mans- 
field; L. R. Garretson, Leeds & 
Northrup Company, Philadelphia; 
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Anthony Neher, Century Electric Broadens Test to discuss details, declaring that! ful operation of the company, anq 


Company, St. Louis; E. C. Howell, 
Carboloy Company, Detroit; and 
E. A. Phoenix, Johns - Manville 
Sales Corporation, New York. C. D. 
Davenport, Union Steel Products 
Company, Albion, Mich., was 
elected secretary-treasurer. 

The 1942 conference of 
sociation will be held in Atlantic 
City and will celebrate the 20th 
anniversary of the founding of the 
association, which now is believed 
to be the largest integrated adver- 
tising organization in the world, 
with 1,700 members. The 1942 con- 
vention will be under the sponsor- 


the as- 


ship of the Industrial Marketers of 


New Jersey. 


(EVERY DATE'S ~~ 
A CLOSING DATE!” 


That's our pace —the RAILWay 
EXPRESS speed that speeds up 
speed! Perfect for deadline crises. 
Ideal for everyday shipments. Low, 
economical rates. To get it, 
phone us. 
For super-speed use AIR EXPRESS 
3 miles a minute 


RAILWA XPRESS 


AGENCY Inc. 


NATION-WIDE RAIL-AIR SERVICE y 


Procucts Company, 
Danville, Ill., wnicn launched a 
campaign for its Semi-Solid “E” 
Emulsion, a supplementary poultry 
feed, over station WOR, New York, 


Consolidated 


and in The Poultryman, Vineland, | 


N. J., last May, will continue the 
drive and broaden it by the 
addition of a radio program on 
WEEI, Boston, and insertions in 
New England Homestead, Spring- 
field, Mass. Mace Advertising 


Agency, Peoria, directs the account. 


Asks Price Probe 

The Retail Gasoline Dealers, Inc., 
of Wisconsin, has requested the 
state department of agriculture to 
investigate the cutting of gasoline 
prices in Madison. The department 
has been asked to determine 
whether there has been a violation 
of the unfair trade practice statute 
and of the. statutes prohibiting 
fraudulent advertising and price 
discrimination, 


Koehler Joins Facts 

Karl Koehler, formerly chief de- 
signer of Pictograph Corporation, 
has joined Visual Facts, 2 W. 46th 
street, New York, in a similar ca- 
pacity. Visual Facts is a new or- 
ganization specializing in presenta- 
tion of advertising and promotional 
material through charts, maps, dia- 
grams, symbols and trademarks. 


New Newspaper 
for Chicago to 
Start About Nov. 1 


Silliman Evans to Direct 
New Venture Backed by 
Marshall Field Ill 


Chicago, Sept. 18.—Rumors that 
have persisted since the Herald- 
Examiner merged with the Ameri- 
can in September of 1939, thus 
leaving the Chicago morning field 
to the Tribune alone, finally devel- 
oped into fact this week as it was 
revealed that a new morning paper 
will be launched in Chicago shortly, 
backed by Marshall Field III, pub- 
lisher of PM, and scion of Chicago’s 
leading merchant family, and 
actively directed by Silliman Evans, 
dynamic publisher of the Nashville 
Tennessean. 

Mr. Evans, reached by ADVERTIS- 
ING AGE in New York today, con- 
firmed the bare announcement that 
a second Chicago morning paper is 
|now definitely planned, but refused 


position. 


that make up 


Urban Iowa belongs in number 7 
Because one state news- 
paper with 376,372 circulation de- 
livers the entire Iowa urban market 
of a million people. 


In the 89 cities of 2,500 or more 


Do these people spend money? 
Look at retail 
nearly a half-billion dollars. 


URBAN IOWA, 


7 out of 10 families read The Des 
Moines Sunday Register. 


When you think of Des Moines, 
think also of URBAN IOWA—a 
rich market that can be won easily 
and economically through The Des 
Moines Sunday Register. 


sales for 1939— 


additional information may _ be 
available next week. 

Temporary offices of the new 
paper—as yet unnamed, as far as 
can be discovered—were estab- 
lished today on the twelfth floor of 


the Field bldg., under Mr. Evans’ 
name, and reports that the first 
edition would leave the _ presses 


about Nov. 1 were bolstered by Mr. 
Evans’ statement to reporters in 
Washington yesterday that it is 
hoped to bring out the first edition 
“before the snow flies.” He had 
accompanied Marshall Field to a 
conference at the White House, at 
which plans for the new paper were 
presumably discussed with Presi- 
dent Roosevelt, but did not partici- 
pate in the meeting. 


Details Not Revealed 


The fact that there will shortly 
be a new morning paper in Chicago 
was thus definitely confirmed, but 
details of the new venture were 
carefully guarded. It was reported | 
that it has not been finally decided 


whether the new paper will be a| 
standard size or a_ tabloid, or 
whether it will be published six 


days or seven. Out of the welter 
of rumors the following were given 
most credence by informed observ- | 
ers: 

The paper will not be another 
PM, but will be a standard news- 
paper operation, Whether a Sunday 
edition will be published is doubt- 
ful, although Parade, a new Sunday 
magazine also backed by Marshall 
Field, would undoubtedly welcome 
a Chicago outlet. It will probably 
be printed on the presses of the 
Chicago Daily News, and occupy 
space in the News bldg. Informed 
circles declare that the paper will 
guarantee something like 300,000 
circulation, and that it will be 
represented in the national field 
by the Branham Company, which 
has represented the Tennessean for 
many years and whose founder’s 
widow helped Evans finance the 
purchase of the Tennessean in 1937 
to the tune of $75,000. 


Lightning-Like Career 


Silliman Evans, 47, a native of 
Texas, got into the publishing busi- 
ness in his childhood, worked on 
numerous papers in that state, and 
finally blossomed out, after lega- 
tion secretary in Copenhagen, as the 
star political reporter of Amon 
Carter’s Fort Worth Star-Telegram, 
later becoming that paper's first 
Washington representative. 

He left the paper to get in on the 
launching of Texas Air Transport 
Company in 1928, a minor-league 
airline which later became South- 
ern Air Transport and_= shortly 
thereafter became part of American 
Airways, Inc. Evans and C. R. 
Smith, now president of American, 
were retained as vice-presidents of 


the new company. Not neglecting 
the political background he had 


built for himself in Texas and in 


Washington, Evans played a major | 


part in getting Garner and Roose- 
velt together on the 1932. ticket, 
and was subsequently named 
Fourth Assistant Postmaster Gen- 
eral, a post which he held for a 
year—until he was thrust into the 
big but not too happy Maryland 
Casualty Company in 1934 as presi- 
dent. 


Merged Mechanical Facilities 


His three years in this 
he resigned in 1937 to 
over the Nashville Tennessean 


post 


were marked by unusually success- 


take 


by inauguration of a consistent ang 
successful advertising campaign, 
When he took over the Tennessean 
with the good wishes of Jesse Jo es, 
that paper was dying, the result of 
the difficulties into which the for. 
mer publisher, Col. Luke Lea, had 
fallen. It is reported that 45 days 
after he took over the paper Mr. 
Evans had it in the black. 

The following year the Tenies- 


sean and Banner, while remaining 
completely separate editorial nq 
business entities, moved into a 


single plant and pooled their me- 
chanical facilities, thus effecting 
savings of substantial amounts 


ABC Reveals 


New Members 


in All Groups 


New York, Sept. 17.— Several 
new memberships in the Audit 
Bureau of Circulations have just 


been announced. Hygrade Sylvania 
Corporation, New York, is a new 
advertiser member. It will be 
represented by Paul S. Ellison, di- 
rector of advertising. 

New daily newspaper ‘members 
include: Tribune & Monitor, Ft 
Scott, Kans.; Lawton Constitution, 
Lawton, Okla.; Monitor, McAllen, 
Texas; Times, Trail, B. C.; and Pa- 
cific Coast edition of the Wall Street 
Journal, San Francisco. 

New weekly newspaper members 
include: Chronicle Eapress, Penn 
Yan, N. Y.; Catholic Telegraph- 
Register, Cincinnati; Columbus 
Register, Columbus, O.; Register, 
Denver; Lake Shore Visitor-Reg- 
ister, Erie, Pa.; Eastern Kansas 
Register, Kansas City, Kans; 
Southern Nebraska Register, Lin- 
coln, Neb.; Advance Register, Wich- 
ita, Kans.; Aufbau, New York, and 
the semi- weekly Gazette, Me- 
dina, O. 

Magazines joining the ABC in- 
clude Young Catholic Messenger, 
Dayton, O., and Friday, New York 
New business papers are Interior 
Design & Decoration, New York, 
and Instruments, Pittsburgh. The 
annual ABC meeting will be held in 
Chicago Oct. 16-17. 


Benson to Mathes 


Mitchell Benson, commercial 
program manager for Station WOR, 
New York, will resign Sept. 23 to 


join J. M. Mathes, New York, 
assistant to Wilfred King, vice- 
president in charge of radio and 


motion pictures. 


CBS Names Fineshriber 

William H. Fineshriber 
appointed director of shortwave 
programs for Columbia Broadcast- 
ing System, New York. He 
formerly director of the CBS music 
department, and previously wrote 
script for Columbia’s serious mu 
programs, 


has been 


Joins Newspaper Group 

Julian Cargill has joined | 
Eastern sales staff of Metropoli' 
Sunday Newspapers, New Y 
He was formerly on the staf! 
Woman's Home 
previously advertising 
Delineator, New York. 


Appoints McC-E 

Coca-Cola Export Sales Con 
has appointed McCann-Eri 
New York, to handle the ad 
ing of Coca-Cola in Brazil, 
arrangements are now being 
to launch this product early 


directo! 


Companion 1 
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NET PAID 
Ist 6 MONTHS 1941 


A NEW ALL-TIME CIRCULATION HIGH 


A gain of 534,507...the largest 


total gain, (and the largest news- 


stand gain,) of any magazine 


medium. Value for 19422 ove icesaroa 


in all TRUE ROMANCES © TRUE EXPERIENCES © TRUE LOVE and ROMANCE @ PHOTOPLAY—MOVIE MIRROR © RADIO MIRROR 
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ings, electrotypes, stereotypes and 
similar advertising production ma- 


Engravers Not 
Affected by 


Metal Shortage 


terials, and indications are that 
this essential segment of advertis- 
|ing can be considered reasonably 


| free from restriction in the foresee- 
|able future. 
This comforting picture was 
painted for ADVERTISING AGE today 
* key producers of the graphic 
|arts materials mentioned. 


tight situation in which many man-| factors: first, that the tonnage of 


ufacturers of consumer goods find ) . 
themselves due to raw materials|@nd allied fields is comparatively 
requirements, this problem has not|S™mall when placed alongside the 


materially affected photo-engrav- | 0Verall volume of printed advertis- | 
S ing that is dependent on the mate-| 


| rials; and second, the high degree 
of labor productivity represented 
by every pound of metal that goes 
into advertising production. 

| In connection with the latter, for 
|}example, one expert estimated that 


$1,300 worth of metal used in 
photo-engraving results in $56,000 
worth of wages. Highly skilled 


labor is by far the most important 
single cost factor in this field. 


Play Important Role 


Recognition by defense officials of 


They | 
New York, Sept. 18.—Despite the | attributed their status chiefly to two, 


metals used in the photo-engraving | 


trol authorities may ban or restrict | 
the shipment to Canada of metals 
in the form of advertising plates for 
use in Canadian magazines and 
business papers. Canadian media 
have expressed concern over this 
possibility, pointing out that  be- 
tween 60 and 70 per cent of the} 
advertising volume in that country | 
depends on plates produced in the 
United States. Virtually all the 
four-color copy printed from 
American plates. 

Canadian photo-engraving pro- 
duction is considered inadequate to 
handle the requirements of Ameri- | 
can advertisers and the added ex- | 
pense that would have to be 
incurred by leading users of Cana- 
dian publications would put a seri- 
ous crimp in advertising budgets. 

The possibility was also men- 
tioned that restrictions imposed on 
advertising materials going out of 
this country might result in a Cana- 
dian ban on circulation of several 
million copies of American publica- 
tions. The tonnage involved in 
advertising plates shipped into 
Canada was described as insignifi- 
cant. Since Feb. 25, 1937, all Ameri- 
can advertising plates shipped into 


is 


Build Promotion 


on N. Y. Motorist 


Liability Act 


Auto Insurance Firms 
Tie Campaigns to State 
Law 

New York, Sept. 17.—With the 


New York State financial responsi- 
bility law for automobile drivers 


going into effect at the end of the 


year, automobile insurance com- 


panies this week indicated that the 
them | 


new legislation will furnish 
with a major theme for expanded 
promotion. 


The law will seek to rid the high- | 


ways of 


drivers 


financially 
who become 


irresponsible 
involved in 


serious accidents by providing that 


the driver unable to satisfy a judg- 


ment for a personal injury within | 
15 days, or a judgment for prop-| 


a 


figured in an accident will tell h 
he lost his “right to drive” and } 
he might have kept his licens: 
he had been insured. Marscha|k 
& Pratt is the agency. 

Probably the first promotion 
come out of the passage of the N 
York liability act was that 
the Lumbermen’s Mutual Casu: 
Company, Chicago, which got un 
way with a spot radio and ne, 
paper campaign immediately af:., 
the act became a law last spr 
This was supplemented with gs, 
agent helps as window post 
| blotters, booklets, circulars 
posters in industrial plants. 

During the months of 
August and early September 
radio and newspaper promot 
was dropped but is being resun 
and probably will be continued 
long as it praduces the very sat 
factory results reported by compa 
officials thus far. 

The Allstate Insurance Compa: \ 
also of Chicago, will limit its p: 
motion to a newscast over WO)! 
and representation on a music. 
clock program at Buffalo, Rochest«r 
and Syracuse. 


Ji 


the important role played by pro-| Canada for bound publications, | erty damage over $25, will lose both 


“You're like WFDF Flint Mich.. 


duction materials in advertising| have been admitted duty free. If| his driver’s and automobile licenses. W. K. Nield Succeeds 
with a kilowatt on 910, Toots. |was also mentioned as the reason| necessary, the Canadians point out,| Travelers Insurance Company, Flannery at Y & R 
ri . ¥ 7 ssi J Vas j >» fre > a “eo “Tc ¢ Te] * = “e - », | artior rj € . F: ve aig i | _ k 
pte do make an impression for placing little credence in reports | plates could be returned to the| Hartford, will launch a campaign in} walter K. Nield, who has been : 


‘circulated recently that export con-!| U. S. after use. | 130 daily and weekly newspapers 


| throughout the state the end of this 


with Young & Rubicam, New Yor, 
11 years, and manager of the art 


month. While Travelers has always| department since 1936, has been 
| conducted special campaigns to tie |named_ vice-president and art 
in with the passing of a state finan-| director of the agency, succeeding 
cial Vaughn Flannery, effective Oct. 


responsibility law, the New 
| York State drive will be the most 
extensive in this category in its 
history. The campaign will continue 


Mr. Flannery plans to devote his 
full time to painting and manage- 
ment of his racing stable. 


Mr. Flannery has been wit 
through December. Young & Rubicam since 1929. Prio: 
Copy will explain the new law | to that he was vice-president and 
,;and conclude with the argument) art director for six years with N. \ 
5 that automobile insurance is the| Ayer & Son. His previous experi- 
ust t e ve best protection for the driver. Ap-|ence had been with Chicago agen- 
a — pearing on an average of every | Ces. 
= other week, insertions in larger | ylak eaied 


cities will be 850 lines, and in the 
smaller towns, 420 lines. Young & 
Rubicam is the agency. 


Arden Stipulates 


Elizabeth Arden Sales Corpo: 
ition, New York, has signed a Fed- 
eral Trade Commission stipulation 
by which it agrees to alter claims 
|made for its cosmetic products, Joie 
de Vivre, Ardena Sensation cream 
and Ardena skin lotion. 


Been 


Aetna Ties In 


Also tying in with the new law, 
Aetna Casualty & Surety Company 
this week launched the most exten- 
sive campaign it has ever conducted 
in a single state. Aetna’s promo- 
tion has always been on a national | 
scale and the current effort is the | 


= | first campaign of any size to be| 
| , :' limited to one state. 
ROY, Says Dun & | Spot radio and outdoor posters 


| will be used through Dec. 15. Five- 
| minute broadcasts are being aired 
| Monday through Saturday on sta- 


Bradstreet*, “is the center 
of a compact metropolitan 


ares > 20} > adioin- |tions in Albany, Binghamton, 
area, embracing the adjoin cas ther tak, Reomnen 
ing communities of Water- Schenectady, Syracuse, Troy and 
vliet (16,114), Cohoes (21,955). Utica. The campaign also marks 


the first use of outdoor posters by 
| Aetna. A total of 529 will feature 
different versions of the campaign’s 


Green Island (3,988) and Water- 
ford (2,903). This area has re- 


= -_> theme, “Don’t lose your right to 
a ceived direct defense orders of aj ag pee | 
a i . “ . . oom  # ‘ . lL, na 1110n, etna wil release in 
about $21,500,000, of which less All of which is just what The Pompe tine age ag acy 
than half are scheduled for de- Record Newspapers have been entitled “Your Right to Drive.” 


Beginning with a short history of 


livery this year. Over $14,000,000 saying about the Empire State’s 


the automobile and an outline of 
represents orders for armament lowest cost major market right the increase in traffic and safety 
problems with the ever-growing 


placed with the Watervliet ar- along. 
senal. Precision instruments, tex- 
tiles and steel account for most of 
the balance. Industrial output is 
expected to be substantially ac- 
| celerated by defense activities, as 

there is no unusual curtailment 
of civilian production .. .” 


use of motor vehicles, the film will 
present the argument that engi- 
neers have done all that is possible | 
to make the automobile safe and | 
that the current need is for legjisla- = 
tion. In conclusion, a man who E ———_ ———— 


CHROMART PRINT 


. . is the only print from Kodachrome of full, rich 
carbro quality. It is on paper (not celluloid), has 
high color fidelity, great permanence. 


There’s just one way to get 
coverage of this booming sales 
field. Schedule Troy’s sole dailies, 
which for a single rate of only 12¢ 
per line will place your message 
in virtually all of the 31,860 
homes here. 


*In thew report, * Defense Dollars Into Local 


Markets.” 


THE TROY RECORD | 


’ 
i ratiing 


THE 


A Chromart gives you all the production flexibilities 
of other forms of flat-copy . .. you can display it 


4 dramatically for O.K.s, retouch to idealize, paste into 
RECORD | artwork. Platemakers tell us it is easier for them to 
| _vewsparers |THE TIMES RECORD mae fine pater fom sch magnet copy 


Prices—$38 up. We also make lower priced Chromura 
Prints for limited mailings, displays. Write! 


THE TROY RECORD CO J A. VIGER, ADVERTISING MANAGER 


PHOTOCHROME, 837 N. FAIRFAX, HOLLYWOOD 
“‘Overnight by plane’”’ 
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made the Redwood 


BIGGEST 


TREES DIE—but a Redwood lives to grow another year. Some are now three to 


—- wales 


four thousand years old. 
MANY TREES ARE STATELY —but a man forgets them as his eyes follow the up- 
ward sweep of a giant Redwood. The tallest is 364 feet. 


4 TREES ARE USEFUL—a few good trees will build a house. But a Redwood has been 
measured which would make 600,000 board feet of lumber—enough to build a 


village of 36 average houses. 


and-white advertisements, from 28 lines up—even in 
lean years—appearing consistently in The American 
Weekly, have helped in building scores of businesses 
now flourishing. 


IKE A GIANT REDWOOD, The American Weekly, 
the magazine distributed through 21 great Sunday 
newspapers from coast to coast, is “a lot to believe.” 
There have always been skeptics not able—or willing 
—to grasp the full import of a magazine which enters 
7,300,000 homes every week. 


‘ ’ 


But this is a year for GIANTS—or for those who 


But here it is, plain to be seen by any national adver- want to be! 


tiser who will believe his own eyes—the BIGGEST 
publication of all time, vigorous and GROWING in the 
BIGGEST INCOME YEAR in the Nation's history... 


Large national advertisers with vision will appre- 
ciate the super-economic value of using a cycle of 13 
BIG COLOR PAGES in The American Weekly, one 
every four weeks for the year, at $18,000 each—a total 
of $244,000. Or, for the smaller advertisers, 26 100- 
line single-column advertisements at $10.50 per line 


Even in a normal year, BIG COLOR PAGES in The 
($1,050 each) to run every other week, at a cost of 


American Weekly are the recognized advertising 


“powerhouses.” They raise the morale of the sales- 
force—stimulate dealers by the thousand to special 
activity—expand outlets—make new records for 


inquiries. 


$27,300 for the year. 

The American Weekly wants only the chance to 
prove that every advertiser in America now faces an 
opportunity which, for size and importance, has never 


With this kind of power, imagine what a continu- been matched in advertising history 


ous schedule of BIG COLOR PAGES in The American 
Weekly can do—both with the consumer and the trade. 
Many important advertisers already know! 


The proof is ready—oa major presentation, en- 
titled The Advertising Dollar. Compact. Clear. Con- 
clusive. It can be presented in half an hour. And 
the advertiser who plans for '42 without this vital 
half-hour of preparation will miss the most cogent 
grouping of facts that can be brought to bear. 


Phone or write to the nearest office listed below. 


BIG COLOR PAGES are the giant Redwood trunk for 
the giant advertisers. And just as the Redwood also 
has branches capable of making good lumber, black- 


THREE VITAL FACTS that point the way to Bigger Busjness! 


Four million more wage earners with SIX BILLION 
DOLLARS more a year to spend 


In the following income groups, The American 


Weekly reaches." 


w 


$5000 end ever 607,815, mere then ony other magerine 

$3000 te $5000 1,757,537~—elmest double any ether megerine 

$2000 te $3000 2.379.997 —dovble any other magerine 

$1000 te $2000 2.299, 444 — mere then double any other magerines 

4. In the shaded states of the map on the right —where 
95% of defense expenditures, amounting to 
$1 4,299,000,000, are being made—there is 92% of 
The American Weekly circulation. 


“Or Dene! berch Consumer Magerine Report ter the Full Veer 1940 


. THE 


Greatest 
Circulation 


in the a SD 


ERICAN 


‘er 
ee MEN, 
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“The Nation’s Readirf® Habit”’ 


More than héif a century ago, stage- 
Main Office: 959 Eighth Avenue, New York City 


Cooches drove through the ten-foot é 
roodway of the Wawona Redwood ? s 
in Mariposa Grove, California. » Branch Offices: Heanst Bux 


5 Wisrenor Sousse, Bowrow Ancape Bupe., St. Louts 
Hasna Bune, 10] Massena St, Artanta 
Heanet Bion, Sas Prawceco 


. Cc ace 
CLEVELAND 


Cevenat Moros Bune, Dereorr 


homweos Bune. Low Asceres 
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‘Ewo .150 hitters will get just as many hits be- 
tween them as one man batting .500. But if you 


were the manager you'd gladly trade the two poor 


hitters for the one good man. 


One “upper-half™ customer buys as much as two 
customers in the “lower-half™ income groups. You 
reach “upper-half™ customers in Washington, D. C.. 


when you advertise in The Washington Post. 


Ask the Osborn. Scolaro & Meeker man for proof 


of both these statements. 


The Washington Post 


WASHINGTON S HOME MORNING NEWSPAPER 
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One Dress Will Do 
for All Occasions, 
Women Declare 


oN. Y. Institute Reveals 


$1,500,000 Drive 


New York, Sept. 17.—Consumer 
attitudes that have contributed to 
| the merchandising headaches expe- 


rienced by the dress industry in 
recent years, the correction of 
which will be one of the major 


objectives of the New York Dress 
| Institute's $1,500,000 a year adver- 
| tising campaign, were disclosed 
here this week in a comprehensive 
survey released by J. Walter 
Thompson Company. Personal in- 
terviews were conducted in 70 cities 
in all sections of the country, cover- 
ing women of all ages, income 
brackets and occupations. 
Outstanding among the loopholes 
in dress merchandising to date 
which the survey laid bare was the 
opinion of 67 per cent, or more than 
two out of three American women, 
that one dress can be appropriate 


for all occasions from luncheon 
until after the theater. This bears 
out a complaint often voiced by 


industry spokesmen that promotion 
of a “basic dress” has been exceed- 
ingly detrimental to the trade. Only 
one-fourth of the women consid- 
ered one dress insufficient and eight 
per cent didn’t know. Nearly two- 
thirds 


also 


thought a “country 
wear” dress could be worn into 
town. 
New York manufacturers may 


consider seriously a desire for im- 
provements in ready-made dresses 
which the survey discovered. Bet- 
ter sizing was asked by 42 per cent, 
deeper and larger seams by 33 per 
cent, better workmanship by 20 per 
cent and larger hems by 10 per 
cent. More women in the upper 
and middle-class brackets com- 
plained about dresses than in the 
lower income groups. 


Name Difficulties 


One-third of the women said they 
had difficulty in getting ready-made 
to fit and named _ skirts, 
waists, fit and cut in general and 
shoulders and sleeves, in that order. 

Indicative of the size of the dress 
market last year and the possible 
room for improvement was the dis- 
covery that urban housewives pur- 
chased only an average of three 
dresses in 1940 (excluding those 
retailing under $1.70). Of 
women surveyed, 16 per cent bought 
no last year, 13 per cent 
bought one, and 18 per cent bought 
two, adding up to a total of 47 per 


dresses 


dresses 


cent who bought two dresses or 
less. Five or more dresses were 
bought by 24 per cent, four by 13 


and three 
urban 
cent of 


by 16 per cent. 
woman made 
dress last 


cent 
average 
0.6 per 


per 
The 
only 
year. 

Among the reasons for buying 
their newest which the wo- 
men disclosed were the need for a 
dress by 37 per cent, a special occa- 


a 


dress 


sion by 23 per cent, a sale by 14 
per cent and “saw it and liked it” 
by 13 per cent. Their husband’s 


opinion was unimportant to 80 per 
cent 
Wardrobes Adequate 


Only 45 per cent of the women 
questioned reverted to that old saw, 


Results of Survey for 


the | 


BE A MELLOW FELLOW 


RELAX! 


A relveshing glow 
of cheertul Schmidt's beer wil! meke 
lihe more enjoyable Drink Schmidt s 
the smooth, light bee brewed to be 
low in colories Then when bolks wing, 
For He's A Jolly Good Fellow” 
they'll meen YOU 


Schmidt Brewing Company, Detroit, pre- 

scribes something to ease the tension. 

Simons-Michelson Company, Detroit, is 
the agency. 


wardrobes adequate. Older wome: 


were more _ satisfied than the 
younger groups, and rich wome: 
more complacent than the poore: 
women, 

Of great importance in view ot 
the Institute’s campaign to mak 
women seek “that New York look’ 


was the revelation that 53 per cent 
of American women expected the 
most stylish dresses to come from 
New York. Paris made a surpris- 
ingly poor showing as a style cen- 
ter, receiving only 14 per cent of 
the votes, although American de- 
signers may take a tip from the fact 
that most women named Parisians 


including Schiaparelli and Moly- 
neux, when asked the names of 
designers they remembered. More 


women in the upper income group 
remembered the designers’ names 
than in the poorer groups. Holly- 
wood followed New York as a styk 
center with 26 per cent. 


Ripe Field for Cultivation 


A ripe field for cultivation by 
New York manufacturers was re- 
vealed in the question on prefe) 


ences for dresses designed in diffe: 


ent cities. While 26 per cent wh 
have a_ preference would rathe 
have a dress designed in New York 
69 per cent do not care where 

dress is designed. In the same lin 
of questioning, 15 per cent. said 
they would rather have a dres 
made in New York than any othe 
place but the “don’t cares” repr¢ 
sented 82 per cent of the wome! 
In answers to both questior 

Hollywood was second to Ne 

York. 

Cleaning and washing instru 
tions rated highest in a list of fact 
which women would like to ha‘ 
before buying a dress. Other fact 
were considered valuable in the 
following order: fastness of dye 
specifications of materials, brand 
name of manufacturer, whet! 


union made, designer, where m: 
and where designed. 
Other questions 
survey covered 
price acceptable 
different 
returning dresses to 


asked in 
style differe 
for dresses 
the 
stores and 1) 
from cle 


occasions, reasons 


service received sales 


Adds Louis F. Bruno 


Trowbridge Outdoor Advert 


a Corporation, Newark, has ad 
“IT haven't a thing to wear,” while’ Louis F. Bruno, Jr.. to its 
the remainder considered their | staff 
“Ask your 
Agen 


Serving Coastal Carolina 


1000-500 watts 
CHARLESTON, S. C. 


cBS 


FREE & PETERS, INC. 


Z/ Exclusive National Representatives 
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This advertisement appeared September 18th in 
THE NEW YORK TIMES 
NEW YORK HERALD TRIBUNE 
THE NEW YORK SUN 

The verse above lyrically describes the offerings of 68 of New 
York's finest stores. All of these astute retailers are advertising in the current 
New Yorker. They have helped to make this the biggest September issue since 1936. 
, Year in, year out, The New Yorker carries more retail advertising than any other 


magazine. This continued volume of retail advertising really explains itself. It pays. 


3S 


THE 


NEW YORKER A 


25 WEST 43RD STREET, NEW YORK 
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Gets Hotel Account 

Hotel Gibson, Cincinnati, has 
appointed Keelor & Stites Company, 
Cincinnati, to direct its advertising. 
Newspapers, radio, magazines, di- 
rect mail and outdoor will be used. 


SEE 
TOMORROW 


The Magazine of the Future 


November Issue 


OUT 
OCTOBER 15 
ON ALL 
NEWSSTANDS 
25 cents 


Advertising rates and sample 
copy on request, 


Creative Age Press, Inc. 


1! East 44th Street 
New York, N. Y. 


National Ad Drive 
of Co-op League 
to Begin Oct. 25 


Organizes to Use 


Radio in Initial Cam-| 


paign 


Kansas City, Mo., Sept. 16.—Na- 
|tional advertising media will be 
/used by the nation’s cooperatives 
| for the first time in an effort to 
| “strengthen the movement by in- 
/creasing membership, trade and 
| capital—and to acquaint America 
| with the actual facts and advan- 
tages of consumer cooperatives, in 
a national campaign to begin Oct. 
25, this year.” 

This announceemnt was made 
here Friday night by Wallace 
Campbell, assistant secretary of the 
Cooperative League of America, 
following a two-day national mem- 
| bership drive meeting which was at- 
tended by representatives of a ma- 
jority of the regional co-ops of the 


| 
' 


| 


country. (ADVERTISING AGE, Sept. 
15.) 
Explaining that co-ops have 


} mer : 
| never been antagonistic to advertis- 


of the 


| 


ing, that their policies are often 
confused in the minds of advertis- 
ing interests and the general public 
with those of other organizations 
using the term “Consumer” in their 
name, Mr. Campbell said: 


Appreciate Value of Advertising 


“We fully appreciate the value of 
advertising and find only ballyhoo 
types distasteful. We have never 
lost sight of the fact that it is one 
strongest educational me- 
diums. We have always known 
that since other marketers and or- 
ganizers have found advertising so 
powerful a force, co-ops can’t afford 
to neglect its widespread use in 
their own major efforts.” 

Why co-ops have not used ex- 
tensive national advertising hereto- 
fore was simply a matter of “not 
having money available for this 
use,” Mr. Campbell added. 

That national advertising’s ne- 
cessity and advantages are not new 
to co-ops was a major issue of the 
meeting which kept ever in the 
foreground the campaigns of the 
California Fruit Growers and the 
Land O’Lakes Creameries as ex- 
amples of accomplishment through 
cooperative advertising and mar- 
keting. 

As to the size of the program, Mr. 
Campbell told ADVERTISING AGE, 


A Single Sheet... But We Never Missed An Issue 


In the Great Yellow 
Fever Epidemic 
Of 1878 


HE worst of the yellow fever epi- 

demics which ravaged the lower 
Mississippi Valley periodically in the 
last century almost depopulated Mem- 
phis. For sheer horror, it is difficult 
to conceive of any more terrible scenes 
than occurred in the plaque of 1878. 


@Thousands died. Coffins were stacked 
high on street corners, and the dead 
wagons rumbled all night long, unat- 
tended by any but the hearse drivers 
There were frantic complaints to the 
city about corpses lying about un- 
buried. Merchants and cotton men lay 
dead in their stores and offices for 
days, so deserted were the streets. Al- 
most every able person had fled in 
terror—in wagons, buggies, on horse- 
back, and even afoot—living§ in 
swamps, in the open countryside 
any way to flee the stricken city. 


@Death and illness cut the staff of the 
Memphis Appeal to two men—the 
editor and a printer. The paper was 
reduced to a single sheet. But no issue 
was ever missed. Throughout the 


whole incredible nightmare, it never 
failed as Memphis’ newspaper. 


Memphis patrol arresting yellow fever refu- 
gees hiding in «wamps. (Old contemporary 
sketch.) 
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THE FEVER AT HOME 


ing 300 white people, men, women 
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St. Mart'n, 


ONE EDITOR AND ONE PRINTER SPARED TO ISSUE THE APPEAL 


@There is no more colorful epic in American journalism than the 
story of the Memphis Commercial Appeal during this yellow fever 
plague. It is another of the reasons from the Commercial Appeal’s 


long history why it is far more than a great newspaper 


why it is 


an institution of the South. Its very background sets it apart from 


all other newspapers. 


@The Commercial Appeal covers a splendidly prosperous market 


the largest market area in the South. 
infinitely close to the people of this market. 


For 101 years it has been 
It has mirrored their 


lives from childhood on. It is the most important editorial force 


influencing their lives. 


It offers the finest opportunity in the world 


to influence them with advertising. 


THE MEMPHIS 


~ COMMERCIAL APPEAL 


~ 


x The Commercial Appeal and 
The Press-Scimitar are the two 
great Scrippe-Howard newespa- 
pers serving Memphis. Repre- 
sented by the National Adver- — 
tising Department of Scripps. 
Howard Newspapers, 230 Park 
Avenue, New York Also in 
Chicago, Detroit, Philadelphia. 
Memphis and San Francisco. 


'“Being our first national member- 
ship advertising effort, our start in 
October will necessarily be experi- 
mental in nature. A national poster 
campaign is assured. 
nature through posters supplied by 


by co-op regionals, as will be di- 
|rected a large part of the entire 
program. 

“At present we believe national 
| Magazines and national newspapers 
too expensive for use in the experi- 
mental stages of the campaign. 


Form Radio Committee 


“Radio, in some form, will be 
used. A radio national committee 
was formed at this meeting to get 
facts and figures and make definite 
recommendations which will be 
brought before our meeting of di- 
rectors at a special session to be 
held in either Chicago or Indian- 
apolis, Oct. 23. 

“Present indications are that if 
enough funds are available for a 
live program over a national chain 
that will be most desirable. If not 
it may be part transcriptions. Our 
committee has these matters under 
consideration now.” 

Highlighted in the two-day meet- 
ing was discussion of the extended 
use which regional co-ops are mak- 
ing of the advertising media in 
their areas, particularly in the cass 
of newspapers. Although the co- 
ops now own 13 regional news- 
papers with a total circulation of 
600,000, co-op advertising in pri- 
vately owned newspapers has set 
an all-time high in recent months. 

Just what this co-op spearhead 
into national advertising is being 
planned to accomplish can be par- 
| tially explained by banners which 
| were prominently displayed at the 
meeting here: “4 Million Members 
by °44.” This would mean a doub- 
ling of the present claimed two 
| million membership. 


Consider All National Media 


Also in evidence 
boards containing a listing of the 
entire field of advertising media 
_and, as explained by Mr. Campbell, 
|‘We are seriously considering the 
advantages to our use of all na- 
tional media. Certainly we expect 
the program to expand during the 
initial year which we are planning 
for it. At present it’s an “October 
to October” campaign. We feel 
that now is our best time for a 
major national effort because: 
| “The average American is 
deeply concerned with 
| He doesn’t know what is going to 
‘happen next. His earnings are up 
but so is his cost of living. He's 
_ worried about the high cost of liv- 
ing, about the factors of price and 
quality. In the past co-op prices 
have been yardsticks in periods of 
| high prices because the co-ops can’t 
| profiteer. 
| “We know that Americans are 
more receptive now than they ever 
have been in the past to our story. 
Our earnings have reached an all- 
time high and due to this condition 
Pete believe we now have the funds 
available to sell the practical points 
of co-op. We aren't seeking con- 
verts, we're seeking to sell mem- 
bership, trade and capital advan- 
| tages of co-op. That’s why we've 
chosen national advertising.” 

As explained by Mr. Campbell 


were black- 


Unified in| 


the Cooperative League, it will be} 
carried on in the various districts | 


now | 
‘Security.’ | 


ee 


| 
| the campaign will not be so m, 
| spiritual as hard-selling in nat) 
|He is convinced that “We don’t 
|need to convert them now. 
| feel that there are enough Ameri. 
| cans that we can bring into mem. 
| bership by explaining what co-op 
is to fill our present objectives.’ 
According to announceme)'s 
made at the meeting, adverti 
and personal contacts will carry 
campaign’s load. Circuit speec! 
by public figures, talks, mass me: :- 
ings, discussion groups, etc., will 
directed locally and nationally. 7 \« 
dramatized story of co-op is n 
in production at a nationally kn 
commercial film company and \, 
be released in both 35 and 16 : 
film for distribution to churc! 
colleges, theaters (provided t! 
will show it on a fee-free bas 
and to all other groups who ask | 
it after its completion date som: - 
time in November. 


Calkins Heads Committee 


Drive officers elected at the Ka» - 
sas City meeting are: Gilman C 
kins, Ohio Farm Bureau Cooper :- 
tive Association, Columbus, chair- 
man of the committee, and E. A 


Ja 


Whitney, Central Cooperative 
| Wholesale, Superior, Wis., secre- 
tary. 


Slogans to be used in the natior 
advertising include: Consum+ 
Control of Quality, America Nee 
Co-ops, Co-ops Can't Profite: 
Building for a Saner World, Jo: 
a Co-op—Buy Co-op—Invest Co- 
op, Cooperation a Program of To- 
morrow That Works Today. 

Stickers, poster stamps, literatu: 
of all sorts and banners will also 
add their voice to the campaign, 
according to Mr. Campbell’s report 

Why the co-ops want more mem- 
bership, trade and capital, “is a 
simple matter of arithmetic,” 
Howard A. Cowden, president, Con- 
;sumers Cooperative Association, 
| North Kansas City, said. “The 
larger the membership the more 
fully it can be served. Co-ops 
/aren’t interested in competing in 
| fields where the spread between 
| production costs and selling price 
| is not considered out of proportion 
by us.” 


SOLD BY THE WEEK 
IN ONE OR 43 CITIES! 


Whaley Taxiposters are sold 
on a weekly basis. Each ad- 
vertiser has exclusive show- 
ing on all available taxicabs 
in the city or cities selected. 
Average cost 10.4c per thou- 
sand. For details write Wm. 
E. Whaley Co., Washington 
Bidg., Louisville, Ky. 


Advertising Executives 
Who buy Engravings! 


Here is the cooperation you have long sought. 


Twenty years of experience with production, art requiremen's, 
| engravings as well as printing. Will guarantee to make your 
|| temper go down, and your tempo go up, and with not +9 
extra penny added to your engraving cost. 


A telephone call will entail no obligation. 


7 ) 

E'd. Rramer wickessbam 2°» 
| 305 East 47th Street, New York, N.Y. 

NOT A FREE LANCE—NOT A MIDDLE-MAN 
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Never Underestimate the Power of a Woman! 


ee 
| 
Itwas this | 
power that attracted | 


42% more advertis- | _- 


| ing revenue to the i 


September Journal 
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FM Outlet for Columbus 


The sixteenth full-time commer- 
cial FM station in the country will 
go on the air when Station W45CM, 
Columbus, inaugurates regular 
service on Sept. 28. 


YOU KNOW 
WHAT YOU CAN 
DO ABOUT IT 


if you're not satisfied with 
your sales on the Texas 


GULF COAST 


De as hundreds of smart advertisers 
do—use KNYZ-KRES to well to the rich- 
est. fastest-growing spot in the South- 
west. Twin savings give more results 
for less money. A card brings informa- 
thon. 


Vational Representatives: THE BRANHAM CO. 


Business Papers 
Win ‘Industrial 
Marketing’ Awards 


Presentations Made by 
Jury at NIAA Confer- 


ence 


Toronto, Sept. 17.—Sixteen busi- 
ness paper editors were honored 
here today when Industrial Market- 
ing presented its annual awards for 
ditorial achievement at an after- 
noon session of the National In- 
dustrial Advertisers Association 
conference. The honors were di- 
vided among five classifications, as 
follows: 

For the best series of articles or 
ditorials published during the 12 
months ending July 31, 1941: First 
award, American Machinist, Burn- 
ham Finney, editor, for a series of 
11 articles on the manufacture of 
armament. Award of merit, Con- 
struction Methods, R. K. Tomlin, 
editor, for two articles on the con- 
struction of power plants typical 
of a series on construction of new 


defense plants. Award of merit, 
Metals and Alloys, Edwin F. Cone, 
editor, for a _ series of articles, 
“Bearing Metals from the Point of 
View of Strategic Materials,” by 
H. W. Gillett, H. W. Russell, and 

W. Dayton, Battelle Memorial 
Institute. 


Best Single Article 


For the best single article or edi- 
torial published: First award, 
Product Engineering, George F. 


Nordenholt, editor, for an article on | 


“Designs for Speedier Production.” 
Award of merit, Aviation, Leslie E. 
Neville, editor, for an article on 
“The Truth About Ow 
Defense Program,” by T. P. Wright. 
Award of merit, Iron Age, J. H. 
Van Deventer, editor, for an article 
on “Armored Steel” by Thomas W. 
Lippert, technical editor 

For the best illustrative treat- 
ment of editorial material and tell- 
ing a story principally with pictures 
and short captions: First 
Architectural Record, Royer Sher- 
man, managing editor, for its uni- 
formly high quality of illustrations 
ind with special reference to the 
illustrating of two. articles) on 
“American Architecture 1891- 
1941.” Award of merit, Chemical & 
Metallurgical Engineering, S._ D. 
Kirkpatrick, editor, for its “Pic- 
tured Flow Sheets.” Award of 


MORNING. 
NEWSPAPER > 


other Tice : 
4 Vivde Par’ 


Concentrating your efforts on the A. B. C. city may be fine in most Met- 
ropolitan Markets—but not in Pittsburgh. For unlike other big cities, the 
bulk of the Retail Trading Zone population is outside the A. B. C. city, as 
are most of Pittsburgh's Defense Industries. In these Suburbs the Post- 
Gazette has the largest circulation of any daily Pittsburgh Newspaper. 


POPULATION IN RETAIL TRADING AREA 


sk PITTSBURGH 


51% 


CLEVELAND 


39°/. 


33°/- 


DETROIT 


30°/. 


ST. LOUIS 


22°/o 


POPULATION IN A,B,C. CITY ZONE 


49% 


The Post-Gazette is FIRST in Pittsburgh in Total Daily Circulation 
—FIRST in Retail Trading Zone Circulation 
—and SECOND in City Circulation 


Piltsburgh Post-Gazette 


REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES 


OF AMERICA’S GREAT MARKETS 


ONE OF AMERICA’S GREAT NEWSPAPERS! 


National | 


merit, Power, Philip W. Swain, edi- 
tor, for general excellence of illus- 
tration and specifically in connec- 
tion with the article, “Oil and Gas 
Power—1941.” 

For the best published research 
initiated by the publication: First 
award, Better Roads, C. M. Nelson, 
editor, for the research work in 
onnection with a series of articles 
yn “Problems and Solutions of 
County Highway Administration.” 

| Award of merit, Factory Manage- 
ment & Maintenance, L. C. Morrow, 
editor, for the research work in 
connection with its August 1940 
| issue devoted entirely to the sub- 
ject, “What Industry Can Do For 
America.’ Award of merit, S. A. E. 
Journal, Norman G. Shidle, execu- 
tive editor, for the research in 
connection with the article, ‘“De- 
signing for Alternate Materials,” by 
Thomas A. Bissell, technical editor. 


Register Greatest Improvement 


award, | 


For the greatest improvement in 
'typography, format, and general 
appearance: First award, Ice and 
Refrigeration, J. F. Nickerson, edi- 
tor. Award of merit, Automobile 
Topics, James U. Steinfirst, editor. 
Award of merit, The Log, Sam M. 
Hawkins, editor. Special award 
for the most outstanding typo- 
graphical excellence maintained 
during the year, Metal Progress. 
E. E. Thum, editor. 

Presentation of the awards was 
made by Charles McDonough, ad- 
vertising manager, Combustion En- 
gineering Company, Inc., chairman 
of the jury of awards which also 
included Louise Dykes, space buyer, 
trade and technical department, 
J. Walter Thompson Company; 
Robert L. Gibson, assistant to man- 
ager, publicity department, General 
Electric Company; S. L. Meulen- 
dyke, vice-president, Marschalk and 
Pratt, Inc., and Walter Dorwin 
Teague, industrial designer. 

The competition was established 
four years ago by Industrial Mar- 
keting to encourage business paper 
editors and to recognize the vast 
amount of outstanding work they 
;are doing. In this year’s contest 


101 editors submitted a total of 311) 


‘ntries. 
| 


Tope in New Post 

Richard Tope has joined Elec- 
trical Equipment News, New York, 
as Cleveland district manager. He 
was formerly representative in the 
|Cleveland territory for Electric 
Light & Power and_ Electrical 
| Dealer, Chicago. 


Names W. N. Scheer 

The Cornet Chemical Company, 
Allenwood, N. J., has appointed 
William N. Scheer Advertising 


Agency, Newark, to direct its ad-| 


vertising. 


Fly to Speak 
at Sept. 22-23 
NIB Meeting 


Washington, Sept. 17.—The cause 
of independent radio broadcasting 
may move into an expanded {j\.\q 
when the National Indepen 
Broadcasters, a _ five-year-old 
ganization better known as N[B 
meets at the Palmer House in ( 
cago, Sept. 22-23, with FCC c!| 
man James L. Fly leading the pa: 
of speakers. Invitations to ‘ 
meeting have been mailed to s 
750 station owners, including | 
independently owned comme: 
stations. 

Victor O. Waters, special as 
ant to the Attorney General 
charge of copyright and musi 
tivities, is on the program to 
clear up misunderstandings in t 4} 
field; Major Gen. Joseph M. Cu 4- 
mins will talk on radio’s plac 
national defense; John G. Pa 
ASCAP general manager, and C +| 
Haverlin, BMI station relations ° 
rector, will present the latest n« 
from the music front. 

Harold A. Lafount, NIB president 
for the past three years, has 
nounced that he will not ac 
reelection. 


> ¢ 


Adds Samuel Shearman 


Samuel M. Shearman, forme 
New Jersey and Pennsylvania dis- 
trict sales manager of Jersey Cream 
Line, Inc., has joined the New Yo 
advertising sales staff of Success! 
Farming, Des Moines, 


The October 1941 Issue of 


Motor West 


will be the 


Annual New Car and 
Show Number 


It will have an enlarged distribu 
tion throughout the Far Wester: 


yutomotive sales and service t 
now restocking for 1942 busin 
and at the Los Anaeles 


Francisco Shows 


Advertising copy for the Sh 
issue can be handled 

1s noon Tuesday, October 7 
but earlier copy is suggs 

in order that we may have ar 
opportunity to submit proof 
for O. K 


before press tims 


MOTOR WEST PUBLISHING CO. 
823-24 Rives-Strong Bldg. 
Los Angeles, Calif. 


A Spur to Sales! 


CANADA DRY 
picks Columbia Transcriptions 


@ Another great company with a great new prod- 
uct is telling the world about it with Columbia 
Transcriptions. Canada Dry’s “Spur, 
by J. M. Mathes, Inc., is zooming right ahead, 
making good use of Columbia's ultra-modern 
equipment, highly trained engineers, and light- 
ning-quick service. If you, too, have a big new 
sales story to tell, put Columbia right on the job. 


New York Chicaga Hollywood 


799 SEVENTH AVENUE 410 M. MICHIGAN AVE. 6624 ROMAINE STREET 
GRANITE 4134 


CIRCLE 5-7300 WHITEHALL 6000 


Columbia TRANSCR 


Made by the Columbia Recording Corporation. 
A Service of the Columbia Broadcasting System. 


* handled 
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BEVERAGE POINT-OF-PURCHASF 


MERCHANDISING 


>>> THAT HITS THE MARK! 


It is estimated fifty per cent of all beer con- 
sumed at home today is purchased at grocery 
stores. Among the greatest factors behind the 
wonderful development of this home market has 
been the sound advertising and merchandising 
of Budweiser beer at point-of-purchase. 


The close coordination of Budweiser point-of- 
purchase advertising with Budweiser national 
advertising, in illustration and text, furnishes 
an outstanding example of sales-pulling power. 
This fine coordination is here illustrated from 
photos of several units of one of the many series 
conceived and produced by Magill-Weinsheimer 
Company at 1322 S. Wabash Avenue, Chicago. 


On the reverse side of this page will be found other illus- 
trations of units of the advertising plan and the story of 
Budweiser’s great success in the home market. 
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ADVERTISING AGE 


Hart Schaffner 
& Marx Plans 
Big Ad Drive | 


Takes Far-Sighted View| 
of Promotion Pro- 
gram 


(Picture on Page 35) 
‘hicago, Sept. 15.—Insofar as Hart 
affner & Marx is concerned the 
mmediate future of the men’s! 


clothing market is a favorable one 
with prices up somewhat, with 
consumer income up considerably, 


with a product not excessively af- 
ted by priorities and with a 
strong advertising program outlined 
which will carry the trumpeter 
label far toward its oft-stated ob- 
iective of being “a little thing to 
look for but a big thing to find.” 
That, at least, is the general im- 
pression created at an unusual 
meeting here yesterday when sev- 
eral hundred clothing merchants 
from all over the United States 
gathered, at Hart Schaffner’s in- 
vitation, to take stock of the cur- 
rent situation and to take a look 
nto the future. Meyer Kestnbaum, 


president of the company, put it 
very succinctly when he said: 
“When business is easy to get 


there is a tendency to relax, to do 
less advertising, to do less promo- 
tion and to be less concerned with 
competitive values. We have de- 
cided in these times to work a little 
harder. We believe that this a 
good time for all of us to pay more 
attention than ever before to all of 
the things that build a_ business. 
The present movement will not last 
forever. Some day the trend will 
be reversed. The competitive sys- 
tem will not be abandoned and the 
day will come when we are again 
dependent on what is after all our 
principal asset, the confidence and 
good will of our customers.” 


1S 


Presented by Richer 


With a farsighted dictum like 
that coming from the head of the 
concern it is not surprising that the 
new, large, plush covered Hart 
Schaffner & Marx promotion book, 
“The Fable of Fitz,’ contains with- 
in its massive covers a_ vibrant, 
hard-hitting, hard-headed advertis- 
ing program which promises to 
keep the clothing manufacturer's 
banner flying high not only for 
1942 but for years to come. The 
entire program was ably presented 
to the group by E. R. Richer, ad- 
vertising director. 

“The Fable of Fitz” is a nicely- 
umed yarn about a clothing dealer 
who sacrificed a reputation for 
quality clothes by substituting “Er- 


satz Clothes,” a line which gave 
um a price advantage but which 
ilso lost him his customers. Fitz 


learned, says the fable, “that now 


“SALES VOLUME SUR- 
PASSED ANYTHING WE. 
HAVE EVER KNOWN” — 
THAT’S WHAT REID & 
FORT, HIGH CLASS 
PHILADELPHIA MEN’S 
SHOP, SAY OF THE 
FIRST SUMMER 
CLEARANCE SALE 

THEY EVER ADVER- 
TISED IN THE EVENING 
PUBLIC LEDGER. 


for 


SPEAKING OF SALES 


When Hart Schaffner & Marx met with 
its men's clothing dealers at Chicago, 
Sept. 4, nobody was busier than E. R. 


Richer, advertising director, left, and 


Ray Manning, sales manager. 


of all times the dealer needs a goed 
‘partner’ he can bank on ...a part- 
ner who won't let him down just 
when he needs the backing of 
good, honest merchandise! A part- 
ner who offers him a Label He Can 
Trust.” This pointed reference to 
HS&M leads directly into the ad- 
vertising program with which the 
company plans to support the busi- 
ness of its outlets. 

There are full color pages in Col- 
lier’s and Esquire and two-color, 
two-thirds pages in Time, all dated 
Spring, 1942, issues, which 
present drawings of HS&M_ suits, 
candid camera shots, feminine in- 
terest plus humorous drawings, all 


calculated to give an_ interesting 
and well-rounded presentation of 
the Hart Schaffner line. Attention 


is given to the campus angle, to the 
defense angle, to the business angle, 
and to the sports angle in playing 


up such lines as “triple test wor- 

sted,” “Pan American shetland,”’ 

“Gulfweight,” “Trumpeter gabar- 
dine,” and “Dixie weave.” 
Pushes Direct Mail 

The company’s support of the 


dealer doesn’t end there, however. 
As in past years, a notable array of 
direct mail material is being made 
available to retail outlets. There 
is a mailing piece using the punch 
board idea. There is a pop-up em- 


phasizing “double - checked fit.” 
There is a tiny folder promoting 
Gulfweight. There is a four-color 
folder which can be linked with 
some local spot where the best- 
dressed people are seen. There is 
a mailing tube carrying out the 


thermometer idea which promotes 
Dixie weaves. There is the beauti- 
fully printed style book promoting 
the entire line. And finally, a ple- 
thora of statement inserts is offered. 

For window backgrounds the 
company will supply dealers with 
four large, 10-color display post- 
ers. Each poster will feature a 
drawing out of Esquire. These will 
be in addition to the regular HS&M 
window posters sent out each sea- 
son. 

As usual, the company doesn't 
overlook the dealer’s sales staff. 
There will be three mailing pieces 
for salesmen: “Behind the Seams,” 
a revised edition of what the com- 
pany calls a “clothing encyclopedia”; 
a new series of “Tips for Tailors,” 
and “Sales Clinchers.”’ 

It remained for Harry Jackson, 
president, Jackson & Moyer, Phila- 
delphia, to drive home the point 
that “the fact that the clothing in- 
dustry is suffering by not getting a 
more equitable share of the spend- 
ing power in relation to expendi- 
tures on the part of the public is 
due largely to the poor job that we 
have done in arousing dress con- 
sciousness. If merchants on the 
whole would conduct their adver- 
tising campaigns this coming season 
with the knowledge that present 
conditions warrant greater adver- 
tising appropriations and that they 
should forcefully step out and do 
a concrete selling job in a bigger 
way than ever before, I honestly 
believe that many merchants would 
profit tremendously. 


Urges Concerted Effort 


“Concerted efforts in advertising 
and retail selling can overcome 
habit buying. We have witnessed 


the growth of summer clothing 
business in the past few years, 
which requires no better indicator 


to prove the fact. 

“Advertising as applied to sum- 
mer clothing wherein dress con- 
sciousness was aroused from the 
standpoint of comfort and good ap- 
pearance, did a good job and as the 
demand grew for summer clothing, 
the mills, collaborating with the 
manufacturers, used their ingenuity 
in creating various kinds of ma- 
terials to tempt the consumer to 
buy a complete summer wardrobe.” 

Continuing to speak advertising- 
wise, Mr. Jackson said, “Now 
the time for retailers throughout 
the country to play up quality in 
their advertising and tune up their 
sales organizations to 
price resistance.” 

A slant at the statistical side of 
the business was given by A. W. 
Zelomek, economist, Fairchild Pub- 
lications, who pointed out that to 
Maintain our current consumption 
of about a billion pounds of wool a 


is 


overcome 


year the country must go outside | 
the hemisphere since the United 
States produces about 500,000,000 


pounds a year, South America pro- 
Vides about 350,000,000 pounds a 
year, with the remainder coming 
from Australia, now much con- 
cerned about continued tension in 
the Far East. “Price resistance 


may become a factor next spring,” 
he said, “since retail prices still 
must advance in order to be on a 
full replacement basis.” 


Henry Jackson, fashion editor, 
Collier’s, gave a picture of coming 


styles, with Robert Sneath, stylist 


for Hart Schaffner & Marx, in- 
terpreting trends from the stand- 
point of the dealer. B. A. Ritter-| 
sporn, woolen buyer for HS&M, 


gave a detailed background of the 
reason for advancing costs of ma- 
terials. “Our spinning capacity is 
in pretty good shape right now,” he 
said, “with one exception—strikes 
have developed in some very large 
spinning plants which, if continued 
over any length of time, 
again cause a shortage.” 
Gene Flack, Loose-Wiles 
Company, gave the 
dress. 


luncheon ad- 


forum 
directed 


at an open 
tions were 
experts. 


at which 
to a 


ques- 
panel 


Agency Stipulates 

Cole & Co., Memphis agency, has 
stipulated with the Federal Trade 
Commission that it will cease dis- 
seminating misleading advertise- 
ments for its client, Newbro Mfg. 
Company, Atlanta. The stipulation 
covers claims made for six Newbro 
toiletry and cosmetic products. 


would | 
Biscuit | 


P. B. Juster, president, Jus- | 
ter Brothers, Minneapolis, presided | 


of | 


_Vari-Typer to Tyson 

Ralph C. Coxhead Corporation, 
New York, manufacturer of the 
Vari-Typer, has appointed O. S. 
Tyson & Co., New York, to direct 
advertising. 


IT’S AMAZING! 


We're being discovered. 


67 Since January, 
* national advertisers 


found that the half 
million people ‘way up 
in northeastern Wis- 
consin listen nearly 
60% of the time to the 
only big station in this 
rich territory. 


No other CBS Station can be 
heard regularly. 


GREEN BAY. Wisconsin 


Business is on the move 


TELEGRAMS 
CET ACTION 
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Industrial Advertising Pushes On 


Industrial advertisers are giving 
an excellent demonstration of the 
changing techniques by means of 


which their objectives and methods 


have been adapted to a war time 


economy. Having learned from the 
last war that they cannot afford to 
they are 


normal markets, 


advertise to 


neglect 
continuing to 
ers many of whom they are not at 


custom- 


the moment in a position to serve, 


with the assurance that when nor- 
mal conditions return, they will 
enjoy the consumer acceptance 
upon which to base the soundest 
possible sales relationships 

The great convention of the Na- 
tional Industrial Advertisers As- 


sociation in Toronto last week em- 
phasized again, as did the Detroit 
convention last year, that industrial 
advertisers taking the 
their advertising policies, 


are long 
view of 
and have not been deluded by the 
that 
permanent success lies in the culti- 
vation of their 
Hence industrial 
ume has 
with the 
copy carefully adapted to individual 
situations. There 
imum of flag waving, and a 


defense boom into forgetting 


normal markets 
advertising vol- 


been steadily increasing, 


character and tempo of 


has been a min- 
maxi- 

serviceable informa- 
the 


will 


mum of really 
tion 
manufacturers 


about products which 


have available 


~€Is Mr. Arnold Kidding Us? 


Thurman Arnold, assistant 


torney-General in charge of anti- 


| 


for their regular customers once the 
pressure of war business relaxes 
We believe that many general ad- 
vertisers might study the intelligent 
operations of industrial advertise! 
to their 


larly 


advantage, particu- 
the fact that 
latter have a much simpler problem 


great 
in view of the 


of contacting markets than those 
selling to the 
The industrial 
numbers his 
pects in the 
consumer advertise! 


product to 


general consume! 


advertiser as a rule 


customers and. pros- 


the 
his 


while 
sell 
manu- 


thousands, 

must 
Many 

industrial 


millions 
con- 
thei 


facturers of goods 
tact 


own 


through 
the 
while 


users directly 
alesmen of 
the 
of general consumer products must 
establish 
disseminate 


salesmen. or 


their distributors, maker 


rely advertising t 


upon 


customer contacts and 
Hence the in- 
elected to 


markets for a 


product information, 
dustrial 
forget 


advertiser who 


his normal 
re-establish 
the 
facturer selling to the general pub- 
That he ha 
advertising 


time could more easily 


customer contacts than manu- 


lic. chosen to continue 


upon a normal or ex- 


panded basis, in spite of current 


oversold conditions, is significant to 


the advertiser who because of pro- 


duction or sales problems is think- 


ing of allowing Mr. and Mrs. Public 
to forget him for a time 
At-| feel it or measure it the 


every day type of advertising that 


trust prosecutions, has exploded | works for a living that everybody 


several bomb shells in advertising 
ranks by making advertising activi- 
ties a part of the business opera- 
tions which he alleges run counter 
to the provisions of the Sherman 
act When advertising interests 
have shown the natural agitation 
which his statements and prosecu- 


tions have created, the official trust 


buster has appeared to be deeply 


wounded because has 
that he is 
advertising 


AGE 


anyone as- 


sumed opposed to or 
critical of 
ADVERTISING has frequently 
space to Mr. Arnold’s 
plantations of his policies. We 
anxious that the thinking of 


ernment officials be familiar to all 


given ex- 
are 
gov- 
engaged in marketing, and we be- 
lieve that Mi 
of his policies are most interesting. 
But we can’t help feeling that per- 
haps we are being kidded 

Mr. Arnold is not 
“advertising as such.” 
tunately “advertising as 
only an abstraction 


oppesed to 


such” is 


You can’t see it, 


is interested in, and it is this kind 


of advertising which frequently 


finds Mr. Arnold assigning to it a 
sinister character It’ nice to 
know that he believes in advertis- 
ing in general, but no less disturb- 
ing to find so many specific cases 


in which he discovers it to be a 


factor in monopoly or price manipu- 


lation. 

The author of “The Folklore of 
Capitalism” can explain his ratio- 
cinations on this subject in plaus- 


ible whereas his 
usually fall over thei: 
trying to make brand 
by the public seem part of a 


style, assistants 


own feet in 
acceptance 
dark 
conspiracy to restrain trade 


And in spite of Mr. Arnold's in- 


Arnold’s explanations | dignant denials of any general op- 


position to advertising, 
fairly accurate idea of the 
effect on the public of anti-trust 
prosecutions and inquiries in which 


he probably 
has a 


But unfor-| advertising by inference and impli- 


cation is held up as a contributor 
to violation of national law 


WHAT? NO CANDY BARS? 


Gover ak» 


"He said his name was Dr. |. Q. and drove off.” 


Votor 


Ad-libbing 


It's a Funny Business 

Business, it might be remarked, 
funny business. If you don't 
believe it ponder this headline from 


the advertisement of a shampoo 
product: 
“Now! Hair is silkier, far easier 


to manage with improved Drene! 
Thrilling shampoo improvement 
leaves hair far silkier, smoother! 
Yet still reveals up to 33° more 
lustre than finest soap!” 


Or think over this one 
“*Soaping’ dulls your hair—Halo 
glorifies it Take a tip from the 


cientist! His 
that old-style ‘soapy’ shampoos 
leave a dulling film on your hair 

make it sticky, hard to manage, 
unattractive.” 


microscope proves 


Who do you suppose is taking 
such lusty wallops at the soap in- 
dustry? None other than Procter & 
Gamble and Colgate - Palmolive - 
Peet, two of the largest soap manu- 
facturers in the world! 

And does it make sense, my 
child? Apparently it does 


Rain Maker 

Latest example of the tremendous 
power of advertising comes from 
the Post-Crescent of Appleton, Wis.., 
whose columns the other day car- 
five-inch advertisement 
headed “Prayer,” and reading: 
Heavenly Father, we thank 
the bountiful rain and do 
thee to bring clear, warm, 
sunshiny weather for the Labor 
Celebration at Pierce Park, Satur- 
Sunday and Monday The 


ried a 


“Ou 
thee for 
beseech 


day, 

Committee.” 
Cleat 

crowd 


brought a record 


the celebration 


It's Field Day Here 


kies 
out to 


Your Ad-libber is just tickled to 
death today. It’s a real Rep LETTER 
Day. Just as he was running down 


the list of possrbk for a 
small loan which would enable him 
to stave off the pangs of hunger at 
noon, a registered letter from Don 
Broadcasting System was 
placed on his desk, marked (thank 
PERSONAL! Inside was a 
pretty elegant brochure, and pasted 


sources 


Lee 


goodness ) 


on the cover of this elegant bro- 
chure was a real, honest-to-good- 
ness, spendable dollar bill “Feel 
this feels good, doesn't it?”, 
inquired the brochure. Did it! And 


underneath the bill was printed the 
notation: “Go ahead, take it 

Don’t be bashful!” Well, he wasn't 
a bit bashful; just mighty grateful. 


Unfortunately for Don Lee, how- 
ever, his appreciation of the con- 
tents of the brochure, pointing out 


that Don Lee could help him get his 
hands on 1,558,484,000 of these 
dollar bills, was somewhat over- 
shadowed by the anticipation of the 
fine lunch he was going to have 
But that wasn’t all that made 
today a Rep Letter Day. Your 
Ad-libber had hardly offered up his 
silent thanks to Don Lee when an- 
other package appeared on his desk, 
this time from The Pep Boys of 
Philadelphia. It contained an inter- 
esting resume of the history of 
playing cards, with the additional 
news that The Pep Boys have just 


| released 250,000 decks of 


playing 
cards, featuring the well known 
characters of Manny, Moe and Jack 
in place of the conventional faces 
of the King, Queen and Jack. These 
cards are to be retailed through 
independent dealers, supplanting 
the book matches which The Pep 
Boys have used for over 12 years. 
Adolph Strauss, The Pep Boys’ ad- 
vertising manager, didn’t forget to 
enclose a deck of the unusual cards, 
and your Ad-libber was fascinated 
by them, particularly by _ the 
thought that if he was careful in 
selecting his company, he could 
count on such a state of confusion 
among the players when they picked 
up their hands and saw the peculiar 
characteristics of the face cards, 
that they would be easy marks for 
anyone who wasn’t seared out of 
a year’s growth by having carica- 
tures of Manny, Moe and Jack stare 
at him as he sorted out his suits. 

Well, a real, live dollar bill and 
a deck of cards which can be con- 
sidered a potential source of pretty 
good income are certainly enough 
to make a good Rep Letter Day for 
anyone. But even that wasn’t the 
end! A new father suddenly popped 
up in the office, and cakes and ale 
were FREE this afternoon! 

Oh, happy days!! 


Jottings 

Media Drug Company, which 
operates 17 stores in Philadelphia 
and its suburbs, has posted signs 
near its wrapping counters which 


say: “Defense priorities have made 
it almost impossible to obtain wrap- 
ping papers, bags, twine and other 
wrapping We will 
therefore appreciate your coopera- 
tion by carrying smaller 
unwrapped.” . 

Mill & Factory has reprinted “A 
slueprint Defense Production” from 
its July issue. It’s a comprehensive 
analysis of the various defense or- 
ganizations, and it’s not surprising 
that demand for the reprint has run 
into the thousands. . . 

Willard Harper, funeral director 
and furniture purveyor of Peshtigo, 
Wis. (where the combination ap- 
parently is still popular) is running 
a series of advertisements featuring 


necessities. 


packages 


the copy of this establishment in 
the ‘90s. At that time Mrs. Harper 
& Son advised the local citizenry 
that “the first step in married life 
should be from the church to our 
furniture store,” and wound up 
with: “Fine hearse furnished free 


of all charges for use in the village 
to all patrons of our undertaking 
establishment.” 

An epistle from The Squirt Com- 
pany of Beverly Hills, Cal., 
nounces that the company has “re- 
cently inaugurated a new publicity 
department, and our policy is hon- 
esty, fairness and promptness in all 
dealings.” 

It seems unbelievable, but we 
have the clipping from Newport, 
R. 1., Daily News to prove that on 
Aug. 1 the following small two- 
column advertisement appeared: 
“The crew of the U. S. S. Upshur 
invites 50 girls to attend the ship's 
dance tonight. Aquidneck Hut.” 


an- 


Information 
for 
Advertisers 


The following documents may 
secured without charge from co 
panies sponsoring them, or throu 
ADVERTISING AGE, by any natio: 


advertiser or advertising age: 
executive writing on his busing 
letterhead. 

No. 1872. Some Facts About 


Los Angeles Market. 
Maynard Boyce, Inc., has issu 


| this study of the Los Angeles m: 


‘lation distribution 


ket, which shows the area’s po; 
and purchas 
habits. It brings out the point t 
the central shopping district is 
hub, despite decentralization 
business, and shows, with fa 
from a transportation and _ trat 
survey, where car and bus rid 
live, where, when, how long 
how often they ride. 

No. 1873. Survey of Incidence 
Cooking Fat Items in Groc 
Ads. 

This report, issued by 
Newspaper Union, tabulates 
appearance of cooking fat it 
including butter, oleo, lard, short« 
ing and fluid oils, in 7,764 groc« 
advertisements of two sepai 
periods. The first covers fi 
weekly editions of W. N. U 
newspapers, Feb. 22 to Mar. 8, 194 
and the second covers the sa: 
territory for April 19 to May 
1941. Comparative percentags 
listings for leading brands is 
ported for both surveys. 


West 


No. 1874. Illinois 


bution Survey. 


Market Dist? 
Per cent of distribution by ty; 
of outlet for over 400 products s« 
in grocery stores is tabulated 
this study issued by Illinois Da 
Newspaper Markets, Inc. The stud 
covers 35 down-state Illinois citi 
and the tables indicate each market 
and its newspaper with the dist 
bution figures for various brands 
No. 1875. Portfolio of Facts Ab 
Chemical Industries. 
Chemical Industries has issued t 
file folder full of information at 
the publication’s editorial pol 
and accomplishments, its cove 
and reader interest, mechar 
requirements and rates. One 
tion is devoted to data on tiv 
Buyers’ Guidebook, the 17th am 
edition of which is now 


in pre} 
tion. 
No. 1867. Hotter’n a _ Little |! 
Wagon. 
In this folder, Better Home 


Gardens tallies up its account, 
shows how it stands—first hal 
1941—in advertising and edit 
linage, circulation and _prest 
Illustrated are examples of 
acceptance in the way of pub! 
point-of-purchase promotion 
dealer response. 

No. 1854. An Introduction to ! 
tics Advertising. 


Plans for the 1942 Modern 
tics Catalog are outlined it 
brochure, which predicts thi 


coming year will be the bigg 
plastics history. The variou 
tions of the catalog, which wv 
issued December 15, are des 
as dealing with defense applic 
materials, machinery and equi} 
and many other subjects of 

tance in the plastics field 


No. 1792. Early Morning and 
Evening Listening Habits 
This booklet tabulates the  "° 
ings of Radio Station WCCO’ Ji 
ond investigation of early m ng 
and late evening listening ha n 
the Northwest. Charts sho 
time sets are turned on in ru! 
urban Minnesota, the Twin é 
out of state and the total samp’ 
WCCO listening habits by the ««™ 
breakdown; a county breakd: o 
respondents; and auto and (vu 


radio ownership by income & 
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To Sell Goods... Or Formulate Opinion 
TALK DIRECT TO RURAL AMERICA 


pit 
meé 


af 


New York, 420 Lexington Avenue 


Rural Americans make up 44o of the population— 
over two-fifths of your national market. 
Their defense-job of feeding America and England 


for the duration—and the rest of the world after- 


ward— guarantees their prosperity for years to come 


and makes them a major market for your goods. 
For your publie relations job, remember that rural 
districts elect two-thirds of the senators and a major- 
ity of congressmen and state legislators. Rural con- 
stituencies keep these men in office and give them 
the leadership that goes with seniority. 

Whether your current advertising objective is to sell 


merchandise or mold public opinion. Farm Journal 


can deliver your message to this important part of 
the national market with unparalleled speed. direct- 


ness and economy. 


Farm Journal is opinion-forming by nature and by 
61 years of experience. It digs deep for facts of cur- 
rent significance and delivers them with crispness 


and brevity. four days from writer to reader. 


Farm Journal reaches more rural families than any 
other publication by nearly half a million. It gives 


you broad. efficient. national coverage. 


Farm Journal is essential to every national campaign 


for selling goods or molding public opinion. 


FARM 


JOURNAL 


Washington Square 


Chicago, 180 N. Michigan Avenue 


Detroit, General Motors Building 


Philadelphia 


Seattle, San Francisco and Los Angeles 


=| America’s Greatest Rural Force -OVER 2\/, MILLION CIRCULATION 
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Fate of FCC's 
Radio Regulations 
Remains in Doubt 


Three Major Networks 
Enter Pleas in Brief 
Hearing 


Washington, D. C., Sept. 16.—The 
ultimate fate of the Federal 
Communications Commission’s con- 
troversial monopoly regulations re- 
mained in doubt this week follow- 
ing a brief hearing on a 
Broadcasting System proposal 
volving a compromise on time op- 
tioned to networks by affiliates. 


Mutual | 
in- | 


ine l 
|adopted with an eye to the dollar | 
sign. He also charged that MBS! 
seeks to gain from FCC a standing | 


in the industry which it has not} 
| been able to attain by its own} 
| efforts. 


Advocates New Law 


Judge Burns testified that CBS 
would be dangerously threatened in 
a “declining economy.” In advo- 
cating a joint industry-FCC effort 
to gain a new radio law, he called 
| attention to the fact that the in- 
| vestment trust field was able to ac- 
|complish that feat, adding that if 
this could be done in an industry 
so universally condemned it ought 
| to be possible for an industry which 
has not been the target of serious | 
|and said that all of its policies are 


| 


| clined 


complaints from the public. Hav- 
ing served as general counsel of 
the Securities and Exchange Com- 
mission, Judge Burns knew all 
about the investment trust example 
he cited. 

Mr. Spearman entered a plea that 
option regulations be so devised as 
to prevent serious disruptions in 
regional network operations. Both 
the FCC order and the proposed 
MBS change would result in hard- 
ship to his company, he argued. The 
commission appeared sympathetic 
to his cause and it is believed likely 
that some relaxation of option rules 
as they apply to regionals will be 
forthcoming. 

At his press conference this week, 
FCC Chairman James L. Fly de- 
to estimate when a final 


order will be issued and an effec- 
tive date set. He did mention the 
numerous matters now pending be- 
fore FCC, which led some observ- 
ers to believe that no immediate 
action will be taken. 


“Tl Mondo” Mames Bertin 


Robert K. Bertin, formerly on 
the advertising staff of the New 
York Post, has been appointed 


advertising and promotion director 


of Il Mondo, New York, new Italian | 


daily. 


Fistere Joins CBS 


John Fistere has joined the sales | 


promotion department of Columbia 
Broadcasting System as head of the 
copy division. He was formerly a 
promotion writer with Life, New 
York. 


— 


Townsend Gets Four 

Townsend Advertising Service. 
Burlington, Vt., has been named +5 
handle the state’s fall foliage can 


paign as well as the advertising of 
Rutland Chamber of Commerce and 
related ski interests’ winter spo: 

drive, a test campaign for Moun; 


Mansfield Maple Merchants, and 
advertising-merchandising plan f:, 
the Vermont turkey grower’s coo;- 


erative association. 
FREE with your 
first Order 
Jer and Brush FREE with your first order 
S S$ Artist Rubber Cement. Nationally 
wsed, 3 grades: Light, Medium, Heavy. $2.75. 


per gal. postpaid. For Friskets use $ $ Spe- 
cial Frisket Cement, $3.50 per gel. 


>) RUBBER CEMENT CO. 


3438 Wo Halsted St. CHICAGO, ILL. 


Brief speeches and lengthy briefs | 
were the rule at the one-day hear- | 


ing. 
attorneys 
national networks 


representing the three 
and Paul D. P. 


Spearrean of the Yankee and Co-| 


lonial regional networks in New 
England. Mutual’s case was stated 
by Louis G. Caldwell. The 
tional Broadcasting Company was 
represented by John T. Cahill and 
Columbia Broadcasting System by 
John J. Burns. 

Nothing developed at the hear- 
ing to alter the general belief that 
the FCC will eventually adopt final 
rules and an effective date, thereby 
forcing NBC and CBS to institute 
a court test challenging the federal 


agency’s power to promulgate such | 


far-reaching edicts. 
Urges Speedy Action 


Mutual restated its position and 
urged FCC to act speedily. Mr. 
Caldwell pointed out that eight ac- 
counts have shifted to NBC’s Blue 
network in the past 60 days because 
of MBS’ inability to clear time in 
desired markets. He admitted, 
however, in answer to a question 
put -by Commissioner T. A. M. 
Craven, that MBS’ billings have 
improved substantially. 

MBS does not question FCC’s 
jurisdiction or regulatory power, 
and is willing to accept the rules 
as first laid down last May. MBS 
regards exclusive option time as a 
business convenience but not as a 
necessity. Mr. Caldwell urged that 
exclusive option time be limited to 
the amount used during the pre- 
vious year. 

Spokesmen for both NBC and 
CBS asked that the monopoly order 
be suspended for the duration of 
the national emergency and that 
the industry and FCC make a joint 
effort to persuade Congress to mod- 
ernize radio law. Both 
dismissed the Mutual petition with 
brief mention, terming it an im- 
provement but just as illegal as the 
order it seeks to amend. 

Mr. Cahill, representing NBC, 
swung with both barrels at MBS. 
He labeled Mutual “a switchboard 
network,” termed its entire opera- 
tion “the acme of commercialism,” 


Na- | 


networks | 


Paste-Bound Booklet 


This new booklet was pro- 
duced for one of America's 
largest stores of its kind. 
Printed on one of our high- 
speed rotary presses direct 
from original 85 line screen 
engravings. Paste . bound on 
press. Page size 73% by 10% 


SHOPPING NEWS 


Newseolor “Division CLEVELAND 


The only witnesses were the | 
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rk, has appointed Richard E.|} 


pin je oh ee rm | fi . 
ird of directors. iffor opple- { f 
Investigation o 
. 
: Bread Marketing 


y 
B 
b 
ton, account executive, has been ap- 
pointed a vice-president, and Monica 
R 
d 
a 
Washington, D. C., Sept. 17.—An 
immediate investigation of six mar- 


ector 
ency. 


}as such, one of the six practices on 


the list is: “The use of premiums, 
combination offers, free goods, 
prizes and the furnishing of facili- 
ties by bakers to retailers.” Pre- 
sumably, “facilities” includes point- 
of-sale advertising material. 

The other five aspects of the 
investigation are: the sale of bread 
by bakers to retailers on consign- 
ment: the practice of bakers of 
accepting the return of stale bread 


"Defense Given 
Necessary Defense Project . . 

Mr. Henderson’s Office of vice Drigrit Over 
Administration asked for this infor- | 
mation, according to FTC, for use . 
in its efforts to keep the price of A { ] t | 
bread at a minimum. The investi- | n |- rus aws 
gation is under the direction of the 
economic division, which has | 


larly the marketing of 
“secondary” bread. 


Defense Board 


> 


classed the job as a necessary de-| Super 
fense project to be rushed to com-| 
pletion as soon as possible. 

It will be recalled that it was in| 
connection with Mr. Henderson's | 


ey, treasurer, has been named a 
keting and distributing practices of 


and controller of the 

the bread industry has been under- 
taken by the Federal Trade Com- 
mission at the request of Price 


remaining unsold on retailers’ 
shelves; the practice of delivering 
fresh bread daily or oftener to re- 
tail outlets; the sale of bread of the 


» PHOTOGRAPHIC 


ETOUCHING 


Counsel Reveals Wish 
to Avoid New NRA 


, Administrator Leon Henderson, it! same kind in loaves of many differ-| efforts to keep bread prices down | Hershey, Pa., Sept. 15.—Indus- 
Ae SUPERIOR 0800 was disclosed today. ent sizes and weights, and the sale| that he made his only official sug-| tries following orders from the 

Although the scope of the investi- of bread of the same kind but of) gestion to date that advertising be| Office of Production Management, 
CARNAHAN » HANSON COMPANY gation as outlined by FTC does not) more than one grade or quality,| curtailed in order to cut overhead especially in relation to standardi- 
128 Ww. - include a study of bread advertising taking into consideration particu-| and compensate for cost increases,|Zation of products, will be safe 


|from the anti-trust division of the 
- | Department of Justice, as enforce- 
|ment of anti-trust laws is tacitly 
suspended when conflicting with 
national defense needs, 200 execu- 
tives of American trade 
tions were assured at their annual 
conference here Sept. 11-13. 

John Lord O'Brian, general coun- 
sel for the OPM and the new super 
defense board, told the trade group 
executives that “we desire to avoid 
;any repetition of the NRA... Any 
action under the OPM will not be 
held by the Attorney General as a 
violation of the anti-trust law. We 
submit our plans to the Attorney 
General and receive assurance that 
no anti-trust action will result from 
their enforcement.” 

Defense production has not yet 
reached 50 per cent of its potential 
schedule, according to William 
Harrison, in charge of OPM’s pro- 


associa- 


“The most comprehensive probing 
ever attempted in its field... 
also the frankest and least saccharine” 


duction division, who. said. that 
under present schedules, one-half 
of potential output would © be 


reached by Jan. 1, 1942. 


Not Enough Materials 


OPM representative at 
sessions, Robert E. McConnell, 
the conservation 
declared there 
enough raw materials for normal 
non-defense production and de- 
fense work, and that civilian sup- 


Another 
the 
chief 


— BUSINESS WEEK, SEPT. 20 of section, 


are simply not 


b VAYYTYTTTTTITITELITITETITELTTITILTTITILITITETE IIIT TTI ITT 


plies must be rationed in many 
fields. 
At one of the sessions, the view 


of Thurman Arnold on trade as 
ciations was given by a close asso- 


ciate of the anti-trust enemy He 
— P Pp P quoted Arnold: “I am not against 
“ROPER COUNTS CUSTOMERS” is just off It speaks quietly but with, we think, aie dni ta t wae 


bigger and better anti-trust division 
to meet the growing trade associa- 
tions.” 


the press, under the CBS imprint. It — tremendous force. It names names... 


offers what its title promises...a care- | and dates...and places. It isn’t, says 


William Donald, managing direc- 


ful measurement of sales results,asci- Business Week, “saccharine”. But lhe cri ee gg toa 
entific count of actual customers won _ neither is a balance sheet. We doubt eae ee eee 
by CBS advertisers as a direct result of _ if anyone can think about radio adver- S eidnir Di ta Hadad Saad 
their radio programs...with every _ tising in quite the same terms before i. “caer eee ae tee 


Evaporated Milk Association. J. R 
Boyd, administrative director of the 
National Crushed Stone Association, 
was chosen treasurer, and Sylvia 
Pacelle, of Washington, was named 
secretary 


IN CIGARETTE 
ADVERTISING IN 
PHILADELPHIA : 
THE EVENING , 
PUBLIC LEDGER = 
‘SCORED THE 
LARGEST GAIN, 
FIRST HALF OF ’41 
OVER FIRST HALF 
OF "40, BY MORE 
THAN 7,500 LINES 


other sales and advertising effort and after reading this readable but 


scrupulously winnowed out. challenging report. 


It is not a little study, made big. It was more than a year in the 


It is a big study, pressed into compact making. It will mean even more, we 


form. It is really forty separate studies = think, a year from now than right 


of forty different programs—each away. It does go deep. It is, as one 


thoughtful reader observed, full of 


slow explosive. 


nation-wide in scope, each as thor- 
ough as Roper, each basically related 
to the other thirty-nine — and all 


For your copy of this comprehen- 


forty packed tight between its covers. sive study, phone or writeto . . . . 


THE COLUMBIA BROADCASTING SYSTEM - NEW YORK CITY 
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Simplification Helps 
Solve Scarcity Problem 

To the Editor: You may be in- 
terested in the enclosed reprint—as 
an example of how one manufac- 
turer is handling the stresses placed 
on many civilian industries by the 
detense program. 

Our client, Lorentzen Hardware 
Mfg. Corporation, makes hardware 
for Venetian blinds—which is sold 
to blind manufacturers to incorpor- 
ate into their products. Lorentzen 
upplies over 60 per cent of the 
hardware and metal fittings used 
in blinds. 

Although metal parts normally 
represent only 9 to 10 per cent of 
the value of the completed blind 
the hardware is the controlling fac- 
tor that makes the blind work. 
Without hardware, 1,700 Venetian 
blind manufacturers would have to 
cease operations—throw some 20,- 
000 people into unemployment 
and also would find themselves un- 
able to convert their inventory of 
lumber, tape, cord, etc., into sale- 
able goods. 

Lorentzen is presenting this con- 
dition to the proper governmental 
authorities. 


But, in addition—without wait- 
ing for SPAB rulings they 
have drastically simplified thei 
line... from several hundred items 


to exactly 24, which represents the 
bed-rock minimum of metal with 
which a Venetian blind can be 
made to hang, tilt, raise and lower, 
etc., properly. The effect of this 
drastic action is to spread a given 


quantity of steel over twice as 
many blinds. 
Naturally, blind manufacturers, 


in accommodating themselves to 
this emergency program, will find 
it necessary to reduce _ styles, 
models, etc., in a way that involves 
considerable explanation to their 
dealers. 

In order, therefore, to help 
smooth out, and “bridge Over” this 
transition period, Lorentzen is pub- 
lishing the enclosed announcements 
in retail publications directed to 
department store, house-furnishing, 
and other retail buyers. Its pur- 
pose is to provide the manufactur- 
ers of blinds with an authoritative 
background of explanation—to jus- 
tify their own adjustments—and, it 
is hoped, thereby contribute to the 
good will and healthy position of 
the entire industry. 

RALPH H. BuTLer, 

Butler Advertising, New York. 
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Mr. Nichols Speaks 


for Design, Color 

To the Editor: “Art is long and 
time is fleeting’ quotes Copy Cub 
in answer to my statement that 
“page layouts are made _ without 
apparent knowledge of the science 
of color and design,” thereby plac- 
ing his finger upon the _ possible 
reason why the advertising page 
has not progressed beyond the 1912 
concept. It takes much less time 
to trace last year’s ham ad for this 
year’s spark plug ad than it does 
to do a little study in the causes and 
effects of design and color. Most 
agency layout men know little more 
than how to juggle another man’s 
composition but I must hasten to 
ay that even if they did wish to 
more modern and 
therefore more efficient ideas into 
their layouts the Ol’ Man behind 
the mahogany desk would not per- 
mit it. 

The excuse may be that time is 
too fleeting for such fine tuning u 
the designing of a page of adver- 
tising, but if this is true, how in 
the world do advertising executives 


incorporate 


find so much time for the numerous 
theories concerning copy and head- 
ngs and coupons and well, all 
hose things hatched up 
every so often for increasing the 
pull of copy” 

Even if advertising executives 
can't find time to go into the sci- 
ences of design and color I should 
think that they would hire someone 


which are 


Voice of the Advertiser 


This department is a reader’s forum. 


EXPLANATION 


- GUNS - TANKS » COME FIRST 


What about Hardware 
for Venetian Blinds? 


am TF GORCMTEEN § One soe 
cuts lime to ootweane 
24 ITEMS 

during 
emergency 


PLANES 


How one company explained operations 
to meet the defense emergency. 


who would, or at least insist upon 
layout men who knew design and 
color. The old crack about ‘what 
you don’t know won't hurt you” 
does not apply to advertising. A 
glance through any periodical will 
show the man who knows design 
ind color that even good old horse 
sense is lacking in most cases. I 
have seen ads for refrigerators 
printed in red and black when even 
a grade school student knows that 
red isa “hot” color, I have even seen 
advertisements for stoves printed in 
blue and black when everyone 
knows that blue is associated with 
cold. “Hot” colors are those asso- 
with light, while “cold” 
colors are those associated with 
shadow. This is a factual condition 
in nature. It is a dependable for- 
mula for the advertiser to work 
upon. It should not take too much 
time to decide that a “cold” color 


ciated 


would be better for copy which sold 
something for the manufacture of 
cold, or that a “hot” color would 
be better for selling stoves. 

Then, from another angle, most 
printed color is too bright. The 
reliable 
optical goods company can show 
that bright color on enamel paper 
is hard on the eyes. Color which 
is hard on the eyes discourages 
reading. Since this is true, then why 
in heaven’s name, not make the 
reading easier? 

Much of the use of bright colors 
(red preferred) is due to a slip- 
shod decision that the bright color 
will “hit ‘em in the eye” and there- 
fore get attention for the ad. But 
does the use of an irritating color 
(for getting attention) which may 
be psychologically misused (red for 
refrigerators) while at the same 
time discouraging reading make a 
good advertisement? 

The layouts for most advertising 
are equally at fault. It is a natural 
law that living things are organized 
material while dead things are dis- 
organized material It is the hu- 
man’s natural desire for life which 
natural desire for organ- 


laboratory expert of any 


creates hi 
ized things such as apples and fowl 
and fish. He may disorganize them 
after catching 
them but no normal human would 
ever thing of dragging home a fish 
he had found dead. Then, too, he 
has discovered that organization in 
his work 


fol easier eating 


makes for greater effi- 
Now, with this thought in 
mind, thumb your way through this 


crency 


month’s magazine and try and find 
Try and find, for 
example, an ad with as much good 
order as the front of a modern piece 
ff architecture. Would a merchant 
who insisted that his customers 
crawl across the city dump to the 


the organized ads 


goods they wished to acquire be 
looked upon as an intelligent mer- 
Would he be lauded 


for brilliance if he displayed his 


chandiser”? 


cans of food on a garbage heap” 
Well, from a design approach most 


advertising today is an abstraction 


Letters are welcome. 


of the garbage heap. In glowing 
terms the ad expounds the merits 
of the product while the layout and 
the color emit the odors of decay. 

No, Copy Cub, I believe tkat 
there is another reason for the lack 
of use of the sciences of color and 
design. Advertising is a lucrative 
business. Most advertising agents 
have a lot of encouraging figures 
in their bank books. And _ since 
most business men consider their 
bank books the barometer of their 
business intelligence they would 
never think of trying out a new 
idea until the old failed. If only 
they could visualize the joy of a 
super-bank book! 

This letter is a long way from 
Sexhibitions but I feel that I should 
clarify my _ statement concerning 
the page layout. I know that the 
present and past scheme is to get 
people to buy the magazine for the 
stories and articles and then hope 
that they see the ads. But I believe 
that the advertisement could be so 
improved that people would buy 
the magazine to see the ads. 

Dace NICHOLS, 
Tucson, Arizona. 
v v v 


Tourist Courts 


Have Problems Too 

To the Editor: It has been with 
interest that we read the editorial 
in your Aug. 11 issue titled, “The 
Problems of the Hotels,” for this 
form of hostelry has certainly tried 
to switch the tide of problems to 
the tourist courts. One of the ma- 
jor problems is announced in the 
Aug. 2 issue of Hotel World Re- 
view in an editorial titled, “Getting 
Tourists’ Business.” 

One of the paragraphs in this 
editorial mentions that 
remedies have been suggested in- 
cluding attempts to legislate (‘com- 


“Various 


ON THE HOOF 


To the Editor: Steaks alive! 


A. L. FRISBIE, 
Editor, Herald-Register, Grin- 


nell, Ia. 


petition of tourist camp and court 
owners’) these places out of exist- 
ence. All these were failures.” 

Now add this to the problems of 
the tourist courts. In the guest edi- 
torial of the same publication of 
Aug. 16, Charles Layng, transporta- 
tion editor, Railway Age, starts and 
finishes the editorial, “Time for a 
little back scratching,’ with these 
interesting words: ... “The railway 
passenger never stops at a tourist 
court.” 

Please bear in mind that these 
are the words of others, not ours, 
but don't you believe that tourist 
courts have their problems, also? 
This leads us to believe that the old 
timers are teaming up against some 
of the more modern ideas. Never- 
theless, the 850 new tourist courts 
that are built every year show that 
a nice profit is being made in tour- 
ist courts. There are no elevators 
in tourist courts and no gawking 
lobby leeches. 

Tourist courts have their prob- 
lems, too 

Bos GRESHAM, 

Advertising Manager, Tourist 

Court Journal, Temple, Tex 
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Wants Booklet 
for Idea Pattern 


To the Editor: In looking over 
ADVERTISING AGE for Sept. 8 under 
your column “Ad-libbing,” I was 


very much interested in your d 
cussion of “Talks to Employes” 
the Milwaukee Road. 

What I would like to know is 
the Milwaukee Road is a Railro; 
and if so, how would be the b 
way for me to get a copy of t 
booklet which it issued to its e 
ployes as mentioned under “A 
libbing.” We are planning On pu 
lishing such a_ booklet for « 
employes, and I am sure we coi 
get a lot of good ideas from t 
booklet. Any information you < 
give me regarding this request 
be greatly appreciated. 

J. H. GRANT, 

Houston Lighting & Powe: 

Company, Houston, Texas. 

{[Editor’s note: The folder 
which Mr. Grant refers was p) 
duced by the Public Relations D 
partment, Chicago, Milwaukee, 
Paul and Pacific Railroad, Chica, 
Ill. ] 


“YOUR MEDIUM SO 
PRODUCTIVE”... .“IM- 
MEDIATE RESPONSE”’ 
...» ‘RESULTS SO 
IMPRESSIVE”... 
“IMPERATIVE TO LET 
YOU KNOW’’—THAT’S 
HOW STINSON DRUGS, 
A NEW ADVERTISER 
IN THE PHILADELPHIA 
EVENING PUBLIC 
LEDGER FEELS ABOUT 
THE PULLING POWER 
OF “E.P.L.” 


_ 3 WINNERS FOR 


SAL 
Fale 


Most listened to during these critical times, are news programs (as proved by a recent radio poll). 
Therefore, WHEC has made available a late evening news period—particularly valuable because 
time differences cause many important news flashes to come through during the ev ening hours 
Bill Despard and Ross Woodbridge, popular WHEC announcers, alternate evenings in the 
presentation of this program, making use of W 
locally and INS. 


HEC's excellent news-gathering facilities, both 


10:45 TO 11:00 EACH WEEKDAY NIGHT 


MERRY-GO-ROUND— 


Like the real article a ride on Ford Cowing’s Merry-Go-Round: is a continuous round of fu: 


The purpose of this program is informal entertainment,-jokes, local items, etc. plus tran 
scribed music (sometimes by request). “Hellos” from soldiers on leave add the patriotic touc! 
Merry-Go-Round comes in attractive 15-minute packages, flexible and full of personalit 
with a ready to use audience thrown in. 


1:15 TO 12:00 EACH WEEKDAY NIGHT 


THREE MEALS A DAY — 


More than just a recipe program. Charlotte Edwards does just what the title implics 
three complete meals a day. Practicality is the watchword and the menus are skillfulls 
ordinated to take advantage of the previous day's leftovers. 

The recipes are not given on the air but are offered free with menus upon request, giv! 
mail and phone response that amounted during the first two weeks to almost 500 requi 


4:00 TO 4:15 P. M. MONDAYS THROUGH FRIDAYS 


p 


Representatives 
PAUL H. RAYMER CO. 
New York - - Chicago 


Detroit - - San Francisco 


For Further Information Write Paul H. Raymer Co. Or Wire WHEC Colle<! 


ROCHESTER 
N.Y. 
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. = : ance. As to the vitamins added to ; ; ; ; 
Vitamin Benefits as sou ooadhaah. SNE Quetiek tat Trucks Get Push Sign Permits Ready Appoints A. M. Sneider 
= = the small quantity generated by Since the OPM has given heavy- Application forms for Florida Paul Flato, New York, jeweler, 
of Cosmetics Hit each washias weubd , ar tained duty truck models the “green light,” highway sign permits are now) has appointed A. M. Sneider & Co., 
os . — aba de conmlainee Dodge division of Chrysler Cor- available. The Florida law requires|New York, to direct advertising. 
by FTC Orders in agp Sane and pea ge! before poration, Detroit, has ccmpleted that all signs outside city limits 
any absorption could take place. 


marketing plans for the most com- must be licensed and must be at 


Washington, D. C., Sept. 16.— set Setecraed plete line of job-rated trucks ever least 15 feet away from the high- 4 4 
C aims that cosmetics possess added Fall Drive for Harvel — PR ge eagpescerensons of Rg way boundary. Advertisers have New Haven Banks , 
eficial value by reason of vita-| 4, rvel Watch C N mee: r as * = gp me oe a — Sept. 23 to comply with the |f . 
a ; ce ia z : A arve atch ompany, New ade to the dealer organization at jaw, ] Sh Ww R Incr 
gg + ia recap we by = York, will launch a fall drive with a series of meetings in late Septem- A ee = : a lg — , 
F deral Tr ade Commission this page copy in Collier's and Life, em-| ber and early October. The tremendous industrial increase in P 
ek as misrepresentations in sep-| phasizing the theme, “One of Amer D . New Haven, Connecticut, with build- 
phasizi * f Amer- ~— ru ts Plan Co- > ing permits 24.93%. and re 
te cease-and-desist orders en- ica’s Fine Watches. A. W. Lewin a ° oe ggis ° Co op 4 ent onan. Rage on Beg ag wa 
teed against Jergens - Woodbury Company, Newark, is the agency. Cox Leaves Monitor Advertising Program Haven clearing house increase of ¢ 
$..1es Corporation and Pond’s Ex- _ Sylvan G. Cox, formerly south- Eighty independent druggists of ! nc ed a Haven Bank a — 
. ; , ; , . reas 25.27¢ . 910, The 
‘t Company. . Wi eastern advertising manager of the Vancouver, B. C., area have —— —— P 
- ins : : me ‘ : : > Ne » P . ‘ 
n both orders, FTC held that the Jo ittner Agency Christian Science Monitor with formed the Associated Independent |} a cae a ee ee 
earance of the skin cannot be Frederick R. Riger, formerly in|) headquarters in Miami, has re- Druggists for the purpose of launch- ‘ shants. Send for trechure tn cooler 4 
oved through application of the copy department of United signed and has been replaced by ing a weekly advertising CAMPaAlLN § describing in detail this great test 4 
ms. lotions. or soaps containing Service Advertising, Newark, has) Charles W. E. Morris, for the past in the three Vancouver newspapers. |} market, The New Haven Register, 
veges B The Be = * sift Y joined Fred Wittner Advertising six and one-half years a salesman The plan was organized by B. C. ! New Haven, Connecticut. } 
mins. ine ne ' thy Agency, New York, as copywriter. in the New England office. Rr, A I a a a a : 
t any vitamins absorbed into the 


iy through use of cosmetics go 
nto the blood stream, and that any 
resulting action is therefore sys- 
temic and not local. 

The order against Pond’s in- 
volved three “skin vitamin” creams 
and Danya lotion, all enriched in 
recent years with Vitamins A and 
D FTC also ruled out Pond’s 
claim that Vitamin A is a “skin 
vitamin,” asserting that its activity 
s not limited to the skin and that 
its effect upon the skin is minor 
compared with two other vitamins. 

\mong FTC findings in this case 
was one that “lines and blemishes 
cannot be wiped away by the use 
o! the creams,” and “in fact, the use 
of cold cream in cases of blemishes 
; may add to the clogging of the 
pores and may make such condi- 
tions worse.” 


Bars Vitamin A Claims 


The order against Pond’s bars 
further claims of extra value from 
creams or lotions containing Vita- 
min A; that the cold cream causes 
wrinkles or blemishes to disappear; 
that the cold cream has any ap- 
preciable effect on the underskin; 
or that dirt, makeup, or other im- 
purities may be softened or loos- 
ened from the underskin by using 
Pond’s cold cream. 

The Jergens-Woodbury order in- 
volved Woodbury facial soap and 
. : four Woodbury creams. One of the 
chief claims thrown overboard by 
FTC findings is that Woodbury’s 
soap and cold cream are “germ 
free.’ FTC tests made at the re- 
spondent’s request showed that 
germs remained active in the 
creams for as long as seven hours 
nd over 24 in the powder. These 
tests also led to the overruling of 
the claim that Woodbury powder 
spreads farther than competing 
products. FTC found that one 
powder spread farther than Wood- 
bury’s and that a number of others 

were equal in that respect. 
Woodbury’s vitamin claims were 
based on the addition of Vitamin D 
through a patented “filtered sun- 
ne” process. FTC ruled that this 
Vitamin can be absorbed into the 
but won't affect its appear- 


Leadership is no Accident... 


Among the more discriminating sportsmen who appreciate the better class outdoor 
magazines, SPORTS AFIELD has been elected to the position of standard bearer. This elevation to circulation 


- leadership was no accident. It was the result of careful long-range planning by editors and publishers who 
@ ON JAN. 1, 1941 ST. LOUIS P . eful long-range planning by publishe 


were not hide-bound by publishing precedents - - men, ready to do the things “that had never been done” 
in this field. 


KWK WENT EXCLUSIVELY Through stream-lined treatment of the choicest editorial offerings of the best-known sportsmen writers; through 
regular and complete departments of informative and authentic material edited by leaders in their respective 


fields; by the lavish use of pictures in the modern manner - - these sportsmen are 
q MUTUAL+ ASK YOUR RAYMER receiving the kind of magazine they appreciate most. 


On Pa 
SPORTS AFIELD is America’s largest-selling magazine at more than a nickel. SY £1 ry SS 
& mT i 


KEPRESENTATIVE TO SHOW Next year, for only $3.08 per page per thousand, you can tell your story to at least 
325,000 of these men. This is the lowest basic cost in the entire field. 


== 
wy, 


YOU EVIDENCE THAT KWK TELL YOUR STORY TO THESE SPORTSMEN. 
Itsa [peach or a market 


SPORTS /\FIELD 


444 MADISON AVE. NEW YORK CITY 


| I) A BETTER BUY THAN EVER. 
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Pennsylvania 
Launches Drive 
fo Lure Industry 


Color Magazine Copy, 
Direct Mail Scheduled 
for Campaign 


(Picture on Page 35) 

Pittsburgh, Sept. 17.—Plans and 
details for revolutionary type of 
promotion and advertising cam- 
paign designed to attract new and 
expanded industry to Pennsylvania 
were revealed here today. The 
program, developed and sponsored 
by the state department of com- 
merce, will be nationwide in scope 
and will introduce some pioneering 
techniques in state promotional | 
efforts. 

Backbone of the drive to bring 
more industry to the Keystone State | 
will be an extensive advertising | 
campaign featuring a_ continuing | 
series of full-page, full-color ad-| 
vertisements in magazines of na-| 
tional circulation and a follow-up, | 
direct-by - mail release to some} 
15,000 top executives of industry | 
all over the country. The periodic | 
mail release will include a _ full- 
color advertising page proof and a| 
copy of a new tabloid size news- 
paper called “Pennsylvania Com- | 
merce News.” The latter will be a 
semi-monthly publication and will 


contain news of commerce and in- 
dustry in Pennsylvania communi- | 
ties. 

The first ad of the campaign will | 
appear in The Saturday Evening | 


Post on Sept. 27 and in the Novem- | 
ber issue of Fortune. These are the | 
only two publications scheduled so 


far. About two-thirds of the first | 
bleed advertisement is taken up | 
with a colorful drawing of two} 


business executives on a hill over- | 
looking one of the attractive small 
towns in Pennsylvania. The head- | 
ing under the illustration reads: “A |} 
fine place to live ... a fine place | 
to be in business.” 


Underlying Theme 


} 
This will be the underlying theme | 
of the entire campaign and all | 
future ads will carry that slogan 
as a “punch” line at the sateen. | 

All of the messages are signed | 
by Governor Arthur H. James and} 
Secretary of Commerce Mark S. | 
James, who, incidentally, are not 
related. 

According to Commerce Secre- | 
tary James, the campaign is based | 
on an entirely new theme and 
unlike past promotional efforts by 
Pennsylvania and other states that 
have attempted to attract industry 
by stressing only the factors favor- 
able to marketing, transportation, 
raw materials, skilled labor, taxes, 
etc. He points out: 

“The new promotional theme is 
the outcome of an informal survey | 
which convinced us that many busi-: 


1S | 


-»emore than just 


a radio station -- 


a Baltimore 
institution! 


| by 


ness executives who select sites for | 
new or expanded industry are 
swayed as much by desirability of 
a state as a place to live as they are 
business potentialities. The 
theme of our new _ promotional 
efforts, therefore, is that Pennsyl- 
vania is ‘A fine place to live ...a 
fine place to be in business.’ This 
also is the slogan of the campaign. 
We will, of course, continue to pre- 
sent hard business facts conducive 
to location of new industry in 


| Pennsylvania, but these facts will 


not overshadow the human element 
living in Pennsylvania.” 
“Employe relations,’ added Mr. 
James, “now is so important a con- 
sideration with business executives 
that we feel they want to locate 
plants where their employes will be 


happy and contented. We want to 
make them see that there is no 
other state which is so close to the 
eastern seaboard and its rich mar- 
kets and still possesses all 
things that make good living.” 

The Pennsylvania department of 
commerce was created at the 
instance of Governor James in May, 
1939. The industrial division of 
the Department operates under an 
appropriation of $280,000 for the 
current biennium made by the 1941 
legislature, and this sum includes 
paid advertising and many other 
activities. There also is a 
division which has an appropria- 
tion of $400,000 to promote tourist 
travel. Ketchum, MacLeod & Grove, 
Inc., Pittsburgh, handles the indus- 
trial advertising and Benjamin 


the | 


tourist | 


Eshleman Company, Pittsburgh, is | 


the agency for the tourist adver- 
tising. 

The commerce department now is 
carrying on several notable innova- 
tions. It sponsored the now-famous 
pooling or sub-contracting plan for 
defense contracts which was first 
developed in York, Pa. Through 
the field work of the department, 
the York plan was spread over all 
Pennsylvania and later went all 
over the country. The department 
also recently started an extensive 
program of research 
ties throughout the 


state. This 


includes community research, cor- | 


porate research, population — re- 
search, raw material research. I 
is designed to explore the industrial 
or commercial possibilities of the 


in communi- | 


various economic regions of Pen: 
'sylvania, thereby helping each or, 
to develop types of depressio» - 
proof businesses which will cushi: 
the shock when the defense eme. - 
| gency ends. 


Moore Joins “Spur” 

Donald K. Moore has joined t 
New York advertising staff of Ar 
& Decoration combined with Sp 
He was formerly manager of t 
Chicago branch office of Campbe 
Ewald Company. 


-_ i. Le ot oo 


Issues New Rate Card 


Dakota Farmer, Aberdeen, S. | 
| has issued a new rate card effecti 
Sept. 15, showing rises from 

cents to 85 cents per agate line a 
from $579 to $656.20 per full pas 
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HAT shot that rang out in 


Poland September 1, 1939 has 


done things not only to the 
map of Europe— 
every Sales Manager's wall over 


here. 


Markets are on the march today, 
as well as men. Defense is taking 
billions out of one group of pockets, 
and putting them into another. To- 
day’s sales picture definitely ‘‘ain’t 
what it used to be’’. 


But what is Advertising, star 
salesman of business, doing about 
this? Is Advertising keeping in step? 


but to the map on 


This 


LET’S TAKE A LOOK 


Advertising’s job in any year is to 
follow the buying dollars. 


year its special job is to 


follow those extra defense billions 
that are changing America’s market 


picture. 


Recently OPM sat down at its 
adding machine in Washington, and 
gave us citizens an interesting pic- 
ture of where those defense billions 


are going. 


The report covered 13 months. 
The contracts totalled some 16 bil- 
lion dollars. And of that, 23 metro- 


politan areas got roughly 506. more 


than all the rest of the U.S. combined: 


WHO’S GETTING IT’ 
The big cities, evidently, « . 
ting the gravy. But where > ' al 
going? We city slickers in the adver 


gel 


tising business don’t seem to feel Fir 

ing it—except in taxes. "anh 

‘ “Inst 

The answer is that Prospe''!!Y "Wn. 

moving across the tracks. See 
e get 


While the upper classes 
ting over-taxed, the masses 4° 
getting ‘‘over-time’’. Whilc We re 
buying Tax Anticipation \°'°9 
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301 Station Net 
to Carry Lutheran 
Hour Broadcasts 


t, Louis, Sept. 18.—The Lutheran | 
Layvman’s League will resume its 
Lu'heran Hour broadcasts Sunday, 
O 19, over a network which will 
to!.1, counting outlets using trans- 


cr ptions, 301 stations. 

his year’s broadcasts will utilize, 
yr marily, 126 or more stations of the 
Mutual Broadcasting System, which 
W carry the live talent broadcast 
from 1:30 to 2:30 p. m., EST, each 


Sunday for 26 weeks. The broad- 
cast will be repeated at 4 p. m. for 
approximately 60 stations of the 
group in the West. Several sta- 


,the program off the line and re- 


tions, 
ules 


/}around the world. 

The broadcasts will follow pre- 
vious patterns—an address by Dr. 
Walter A. Maier and choral music 
by the Lutheran hour chorus, a 
group of male singers from Con- 
cordia Seminary, St. Louis, where 
Dr. Maier professor of Semitic 
languages. The program is a non- 
profit enterprise, all contributions 
from listeners and interested spon- 
sors being spent for radio 
mementoes and correspondence. 
Kelly, Zahrndt & Kelly 
agency. 


unable to adjust their sched- 
to either broadcast, will take 


broadcast it later in the day. By 
means of electrical transcription, in 
some cases to be flown by clipper 
planes, 175 stations will be added. 
Alaska, Hawaii, the Philippines, 
China and several South and Cen- 
tral American countries will be 
represented and the broadcasts will 
be translated into Spanish for cer- | 
tain areas. 

This program, the sponsors be- | 
lieve, promises to become the! 


largest in point of stations used and someeeeen 
area covered. The program, which | White Joins Army 
James White, advertising man- 


began in 1935 over eight stations, | 
will be heard over several powerful | ager of Peck & Peck, Hartford, has 
enlisted in the Army and been as- 


short wave outlets and its sponsors 
signed to Camp Devens, Mass. 


is 


is 


expect it to be heard half way 


Plugs Good Hope Brandy 


| papers 


time, | 


the | 


PAYS TRIBUTE 
Good Hope Brandy, a new prod-, ~ siti aio 
uct of Saccone, Speed & Jenney, New 
York, will be launched with color 
and black anu white advertisements | 
in national magazines and business | 
this fall. Brown-Forman | 
Distillers Corporation, Louisville, | 
are Midwest, Southern and Far tao) SY TY 
West distributors. Charles W. Hoyt.) E~|/" 


Company, New York, is the agency. FRISCO’ 


Chicopee Ups Sieenbers 4 


R. U. Sternberg, formerly Phila- | 
delphia district representative for | 


the general line of Chicopee Sales 
Corporation, New York, has been 
appointed manager of sales promo- | Yalional 
tion and advertising of the specialty,) 
division. His activities will be 
centered on the Chix line of ot we 


fants’ products. 


REEPING IN STEP? 


.| Frisco Lines pays tribute to 13 cities on 
its lines with newspaper copy like this. 


IF risco Lines 
Salutes Defense 
Efforts of Cities 


St. Louis, Sept. 
pression to the interdependence 
between a railroad and the com- 
{munities which it serves, the Frisco 
Lines, through a current series of 
newspaper advertisements, are 
saluting 13 of the major metropoli- 
tan areas on its lines for the part 
they are playing in speeding the 
defense of the nation. 

Headed “The Frisco Lines salute 
this patriotic community for its 
great and vital part in national de- 
fense,” the advertisements cite spe- 
cific plants and a wide range of 
defense materials they are turning 
/out. 

“‘*Keep moving’ 
national defense,” 
ments conclude, 


7.—Giving ex- 


is the slogan of 
the advertise- 
“and here as else- 
where Frisco is eagerly doing its 
j}part to make this slogan real, 
|; Always a vital part in the industrial 
| life of St. Louis, Frisco is proud to 
meet this new challenge for coop- 
eration and service, proud to be a 
partner in the national defense 
iteam of St. Louis and Frisco.” 
J. Potts & Co., Kansas City, 
the agency Harry C. James 
| Frisco advertising agent 


is 


is 


Launches Movie Drive 


United Artists has 
|$75,000 advertising campaign § in 
behalf of Walter Wanger’s forth- 
coming production, “Sundown.” 
The drive, timed to break with the 
release of the picture, will appear 
the end of October in Life, Look, 
Movie Life, Screen Guide, Fawcett 
Screen Unit and the Screenland 
Unit. 


launched a 


Impregnole Plans Drive 

Impregnole Corporation, New 
York, will use advertisements in 11 
national consumer and_ business 
magazines in the largest campaign 
for its “weather-sealed” process, a 
water - repellent finish. Beacon 
Advertising Agency, New York, 
handles the account. 


ee 


Ney re buying all the things they've 


ven waiting for since 1929, 


HE STORY IN 2 NUTSHELLS 


‘ere, in two nutshells, is the job 


WWertising faces, to keep in step 
with 1941; 


the job of concentrating 
‘nly on the busy industrial centers 
“stead of spreading all over the 
“), in pre-war fashion. 


First: 


eeond: the job of reaching gobs 


tity families, in all income levels 

“"stead of trying to squeeze sales 
‘ume out of that over-worked 
~Pper Crust’’ 


WHERE WE COME IN 


And there, too, ts the reason why 
THts WEEK MAGAZINE 
ing this message. 


is sponsor- 


For if ever a year was made to 
order for THIS WEEK'S unusual brand 
of magazine advertising, this is it. 


zine advertising’ ’, 


* 

1941 needs a magazine designed 

for the big cities, and their volume 

outlets. It needs a magazine that 

can cut through all kinds of big city 
homes—over 5,800,000 of them. 


THIS WEEK is answering this need, 


the next 4 weeklies, or the top 4 
women's magazines, combined. 
And by throwing in the extra sales 
value that no one of those magazines 
‘an offer—the ‘‘Sth color in maga- 
the local color of 
23 great metropolitan newspapers. 


Is Advertising keeping in step? ... 
It is—if it’s running in a medium 
that’s built for 1941. 


THIS WEEK 


MAGAZINE 


INDEPENDENT 
THEATRE OPERATORS 
IN PHILADELPHIA 

| PLACED 11.7% MORE 


LINAGE IN JULY IN 
THE EVENING PUBLIC 
LEDGER THAN IN 
ANY OTHER NEWS- 
PAPER. NO GUESS- 
WORK THERE! BOX -_ 
OFFICE COUNT IS ae 
THE YARDSTICK BY 


in America’s 23 Key Markets, by 
doing a coverage job that matches 


SELLS THE KEY MARKETS 


WHICH THEATRES 
MEASURE ADVERTIS- 
ING RESULTS. ; 
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Theres always 


FIRST 
TIME 


Life gives you many "first times''— 
thrilling, memorable events .. . 
fortunate, profitable occcasions. 


One satisfying and profitable ‘first 
time" experience will come through | 


® Full Effect of Defense Boom 
eing Felt in Indianapolis 


— 


an increase of 528,134 over July. 
1940, has purchased additional new 
rolling stock. Utility increases jp 
the first half of this year included 
8,536 telephones, 3.3 per cent more 
water accounts, 5.5 per cent n 
gas meters. Corresponding incre 
were made in postal receipts, 


4 : a _ | Stock receipts, new cars sold qd 
4 28 te heavy-duty trucks was pictured re- above 1940 and residential permits jnboynd and outbound air 
Private Building Espe- cently in the only uncensored photo for the first half of the year were sengers, Electric power consun »- 


cially Active in Indiana 
Capital 


By CARL DONNELLY 


Indianapolis, Sept. 18. 
ica’s largest inland city” is doubly- 
blessed. Sitting pretty before na- 
tional defense work ever happened, 


*Amer- 


with business indexes higher than °nd of 1941, the Indianapolis Cham- cates 
the country’s average, with low re- ber of Commerce estimates that Bai 
lief rolls and a hoom in new home between 18,000 and 20,000 persons > me 
construction, Indianapolis is now Will have been put to work on na- gu 2RS 
beginning to feel the effect of almost tional defense. The long-time pic- 7 =- 
a third of a billion dollars’ worth ture is brightened by the fact that pe 
of defense contracts, and the ful] all except one of the new companie ii si! 
impact of this increase will not be will be permanently located here ia = 
felt for many months. - ” 


Here at the crossroads of Amer- 
ica, the boom is on. Every depart- 
ment store shopping-day looks like 
the week before Christmas Fac- 
tories are moving into a seven-day 
week, this following 13 consecutive 
months in which employes of dur- 
able goods plants have worked an 
average of more than 40 hours a 
week. New homes are being built, 
1,000 more new cars were sold dur- 
ing April than in the same month 
a year ago and during the month of 
May an even 600 couples tripped to 
the altar while only 320 licenses 
were issued in May, 1940. 

Wide Variety of Products 

Indianapolis is the answer to 
those who decry the location of de- 
fense industries along the possibly 
vulnerable coastal areas of the 
country. Far inland and near the 
population center of the nation, In- 
diana’s capital city is the center of 
one of the world’s finest highway 
systems, has almost unlimited sup- 
plies of steam coal only 40 miles 


of the fall of Bardia. 

Construction has just started on 
Bridgeport Brass Company’s $11,- 
500,000 cartridge plant, a million- 
dollar air base at Stout Field, a 
Navy ordnance plant and the Cur- 
tiss Prepeller Division of the Cur- 
tiss-Wright Corporation. With the 
completion of these plants by th 


Employment Rapidly Rising 


Employment in Indianapolis was 
up 37 per cent before any defense 
contracts came along. The num- 
ber of job insurance benefit claims 
in July was 27.9 per cent under July, 
1940 and the number and amount 
of payments established new lows. 
The 50 companies engaged in de- 
fense work employed 38,238 in 
April, 10,000 more than in the same 
month a year ago. 

Bearing out that Madam Hoosier 
is not coming downtown to. say 
“Just looking, thanks” to store 
clerks, is the fact that payrolls of 
60 durable goods manufacturers 
showed an increase of 111.4 per cent 
for the first six months of 1941, 
compared with the same 1940 
period, while all manufacturing 
weekly payrolls were 65 per cent 
ahead of last year. This figure cov- 
ers over 800 other manufacturing 
plants, some of them the largest of 
their kind in the world, which are 
producing more than 1,200 different 
commodities. Two years ago the 


41.5 per cent over a year ago. Busi- tion gained 50,676,309 kilowatt ho .y< 

ness and industrial permits were over the same half of 1940 d 

81.7 per cent ahead of last year. industrial gas consumption was jp 
3usiness moved forward at an 28.3 per cent. 

accelerated pace as early as April Amusement places are packed { 


WHERE INDIANAPOLIS BUYERS THRONG 


8 ie, ee 


Near the Circle in Indianapolis, often referred to as the crossroads of America 
where Indianapolis buying reaches its most heady pace. 


and again in May and on June 1 
stood 21 per cent above normal.) to fill the city’s 57 motion picture 
Bank clearings reached the highest | theaters. Outlying jive joints which 
figure since January, 1930, a total of heretofore never featured anything 
$18,931,000 for July against only but a juke box have recently added 
$92,171,000 in the same month last| a Saturday matinee with orchestra 
year—a 29 per cent gain Bank to entertain the spending week- 
debits in July were up 26.5 per cent enders. Trade-stimulating conven- 

$302,895,000 against $239,381,000 | tions are almost redundant, the ad- 


today it doesn’t take “free dish: 


your first advertisement - Our distant and is known for its peace- | census of — and wholesale trade fo, July 1940. ditional coin of the realm brought fF att 
Sunday Visitor and The Register. ful labor relations. showed 5,208 retail mares doing a The streamlined Indianapolis to the city by conventioneers being 4% tig 
 * ‘ ’ , Ss SS : S: ‘ - . : ¥ % > } 
A 931 200,508 plant Ses of bus sty 1 of Bes: ai naar Street Railway system, which car-, offset by the slowing down of hur- . “ 
Your success in this venture will be te Allison Engineering Company to nually and 487 wholesale esta NS" vied 5,694,823 passengers in July, ried, abnormal business traffic. Golf 4 ©" 
d to th ‘ f th manufacture Allison liquid-cooled |ments with annual sales of approxi- Wi 
ue to the responsiveness o © | aircraft motors heads the list of 50) mately $150,000,000. Retail trade s str 
families you reach—families which humming plants engaged in produc- firms increased employment 13.7 soak ave aces the 
. . . g ‘ls for » Ar ‘s for ‘’ cent and payrolls 12.2 per cent har 
differ from the averaqge chiefly in '"S shells for the Army, motors for | per cent ing : 
th ti £ thei 9 liai Y the Air Corps, electrical parts for over April of last year. MONTHS 1940-1 ind 
e practice of their religion . . Wiehe, Ceenetets  secaiieins “a ram six MO ly 
P 'g the Navy, forgings, castings, ma Building Well Ahead c yOLUME FOR P p / 
lovers of happy home life, where chine tools, dies, tanks. guns, chem- N tof Er AND CLASS INCREASE ‘ 
‘ “alc . ” ‘ac ator No defense housing projects are TRIAL. sprint Marketint wit 
children are encouraged and| ‘cals, cots, rubber tires, tractor) ned for Indi: : "ot , oF INDUS aepeiesed wom vesen © oF At 
; : treads, trucks and gas and power p annec ol nalianapotis ousing 7 Al 
divorce has no part... mindful of 4. iin, the plants. Forty-two cor- | facilities approach the exemplary rae '| Lan 
‘ ; : ; . ; ; carewenh | uit | 
the comforts and conveniences of porations have been expanded a Stage and the Indiana division of ren 1980 | 3 Rer 
: ‘ ‘ : 4 2 aoa at \e 
moderna times active in church | total of 3,500,000 square feet, with | FHA is one of the leaders in the ors 9? | Prcguct Emenee Ger 
: : equipment alone costing more than Nétion in cases processed. Marion Acro Digest cg Reingere = yng 288 rotates exp 
as well as community affairs . . . $50.000.000 County will have 5,000 new homes Ait Condition) 1 ine Railway 4 con’ 
saa ‘ oo itt ones nen ‘ 7 poe i w 
families known for their stability as —e this year, = 3,000 of these units Ameria ae tied. POT Gna ROW Met ++" wo! 
nisin > . : “ . . are being built in the city. Many Seam Maint (er. in J 
: ‘ ural Forum secre’! 
citizens of good moral and financial Among the better-known com- builders had, as early as last Feb- pechineceora Record a) eager nase vel 
responsibility. panies which have expanded plants ruary, contracts for all the con- Kutomouve 1 ver 
for defense or other business are struction they could handle this Textile W 
You will reach these families in a Mallory & year, and in some sections Sunday “s + 
‘ ° Co., Link-Belt Company, Diamond has become just another working 
paid that will command their atten- | Chain & Mfg. Company, Eli Lilly day. ofl tee po TRENDS INFLUENCE 
tion and interest, elicit their loyalty, Company, RCA Mfg. Company, Building permits issued during — YOUR PLANNING ? 


and bring an immediate cash-over- 
the-counter response. 


Because you will reach these fam- 
ilies at a lower cost than you can 


E. C. Atkins & Co., P. R 


Allison Engineering Division’ of 
General Motors, Schwitzer-Cum- 
mins Company, International Har- 
vester Company and Marmon-Her- 
rington Company, one of whose 


the first six months of this year 
amounted to $19,722,000 with pri- 
vate construction exceeding public 
contracts by $9,000,000. The build- 
ing permit figure was 23.9 per cent 


Watet Ww 


36 new advertisers and 44 additional 
pages of advertising in six months 


Wim BAKERS’ HELPER 


ope material with color. interpretation 
reach almost any other families BUILDING THE SINEWS OF DEFENSE the = trend is definitely and forceful ‘olin. Good editing 
anyuher, this opportunity deserves eit Cus aes eek te Wine a 


your consideration today. 


OUR SUNDAY VISITOR 


and THE REGISTER 


ath audited bakery papers. BAKERS’ market. send them in a vehicle tho! will 
el HELPER gained 60 per cent. get them there with certain! and 
_— with good prospects of “meetin their 


C.D, BERTOLET & C0., Inc. 


ADVERTISING REPRESENTATIVE 
CHICAGO 
30 N. Dearborn CENtral 0481 


NEW YORK OFFICE 


BAKERS HELPER than in the same 
period of L940 and 1940 had shown 
a gain of 7.3 per cent over 1939, 

‘o> new advertisers are 
responsible. 


imagination of its readers give the 
ulvertising pages the drive that mp. 
through sales resistance. 

largely The advertising pages of thi- lead 
ing publication is the place for your 
selling message. For the bes! tles 
stery ever written is no good un! it is 
looked at AND READ with inter *! 


When you send your advertisem 


There has been a decided swing to 
BAKERS HELPER during the past 
18 months. Of all the advertising 


gained during that period by the three {x to 


What Is Back of 
This ‘‘Swing”’ to the HELPER? 


CIRCULATION of the worthwhile 
sort that meets the advertiser's need 
secured largely by mail ves. that’s 
part of it. But that’s not basie cause. 
that’s results. 
THE REAL CAUSE the principal 
BAKERS’ HELPER does its 
job so well is that. to many bakers. 
it is the most interesting bakery pub- 
lication they read. They like to read 
it because it) presents well 


With worthwhile baker-buy« - 
FUTURE BUSINESS IS PRIC! ESS 
Worthy of Systematic Cultive! ° 

in a Well-read Bakers’ Mage 


Send rt ru f 


reason WRITE OUR OFFICE 


Finishing and inspecting castings at General Motors’ Allison Engineering Division 
in Indianapolis where 10,000 men will be employed as soon as plant expansion is 
completed. 


R. A. Renick, Mar. 
Room 807-110 E. 42nd Lex. 2-6176 
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and country clubs, for the first time 
in many years, now have waiting 
lists for memberships. Indianapolis 
businessmen are playing as hard as 
they are working. 

Advertising Up Too 


susewives are finding the ser- 
va problem acute. The “genial 
menial” along with waiters, beauty 
ope ators and hundreds of others 
are taking new industrial jobs at 
inc eased wages. For the past four 
months even small-time dry clean- 
ers have operated to capacity and 
are now at the stage where they are 
hai ng to add a night force to 
har ile their business. In short, the 
bov. who formerly didn’t have a 
pa are now keeping two pairs— 
well pressed. 
\dvertising in the three Indian- 
s daily papers in April was 14 
per cent ahead of the same month 
ast year and the month of May 
showed a 9 per cent gain over May 


194( New professional and mer- 
chandising accounts have been 
placed at a time when _ linage 


nally drops. 


nol Cooperative mer- 
chant groups are buying space— 
unsolicited. Since the announcement 
that defense-work companies such 
as Allison Engineering, Interna- 
tional Harvester, RCA and P. R. 
Mallory are this summer giving 


bonuses instead of vacations, linage 
has soared even higher. 

The three radio stations, WIRE, 
WFBM and WIBC, have all had in- 
creases in spot business and a 
fourth station, WISH, took the air- 
lanes in August. 


Population Rising 


Indianapolis had a 1940 census 
population of 386,972 with many 
additional hundreds living suburban 
to the city in small towns and rural 


areas within a radius of 25 to 30 
miles. It is from this circle that 


much of the labor is drawn. Despite 
the suburban trend of the last 
decade, Indianapolis moved from 
2ist to 20th in population of the 
nation’s cities, according to the 1940 
census. A survey by the State 
Highway Department revealed that 
an average of 30,000 passenger cars 
enter the city every 24 hours, along 
with 737 buses. Highways and 
over the area are being fur- 
ther widened and improved to 
handle traffic to and from defense 
industries. 120 trucking lines now 
ply in and out of the city. 

A million prospective buyers live 
Within an hour's ride of the capital. 
At nearby Anderson the Guide 
Lamp Corporation and the Delco- 
Remy Corporation, subsidiaries of 
General Motors Corporation, have 
expanded plants to handle defense 
contracts and now employ 14,000 
workers. Employment in Anderson 
in July registered a 47 per cent gain 
ver last year, and payrolls are 62.7 
per cent higher than 1940. 


streets 


00 


KAUFMANN FABRY 


1258. WABASH AVE. CHICAGO 


Preliminary surveys have been 
completed for a huge army canton- 
ment 37 miles from Indianapolis at 
Columbus. This is subject to the 
Congress’ doubling the size of the 
Army. 


Employment, Payrolls at Peak 


Both employment and payrolls in 


Indiana reached an all-time high 
during May, surpassing even the 


previous peak months of 1929 and 
1937, with weekly factory payrolls 
at $11,000,000 according to the In- 


an increase of 143 per cent over 
last year while the 37 states east 
of the Rocky mountains recorded a 
57 per cent average gain. Privately 
owned contracts for building in the 
Indianapolis area amounted to $14,- 
461,000 for the six months, account- 
ing for a 99 per cent rise over the 
same 1940 period total of $7,261,- 
000. Private building valuation was 
higher than public building in five 
of the six months 


Magazines for Snider 


Revises Page Size 

National Home Monthly, Winni- 
peg, has announced that effective 
with its January issue its page size 


will be 680 lines instead of its 
present 700. The magazine, while 
making no other changes in its 


present rate card, warns that “with 
current rates it is necessary to have 
actual space and issues specified to 
accept contracts on a 12-month 
basis; otherwise existing rates can 
be guaranteed for three months 
only.” 


Moves to New Offices 

The Vancouver office of McCon- 
nell, Eastman & Co. is now located 
in the Stock Exchange bldg. 


QUALITY - ECONOMY 


THEY CAN AND DO GO TOGETHER 


diana Employment Security Di- aes 
tal ihines 5 Seceieiiaieeie Snider Packing Corporation . * BOOKLETS 
ving ane dane yo prrcthr-s Rochester, will launch a campaign Names Julius Rosenberg * FOLDERS con 6 an 
; Spstnce ' for its old-fashioned chili sauce in Modern Merchandising Bureau, * CATALOGS _ pcparrments 
ment and payrolls. : , - 
ouiianetatio twalidian hes of national magazines next month. A New York, has named J. Julius « SALES HELPS 
« < : as « - . 7 ~ . . . 
7 d E i ennhdiite 4 4 drive for Snider’s cocktail sauce is Rosenberg, formerly executive vice- LAUREL PR 
vanced more rapidly than that of | already under way in The New president of M. J. Adler Company, _ vescenve 480 CANAL STREET. NEW YORK 
the greater part of the nation. The | yorker. Charles W. Hoyt Company, to a similar position in its organ- MANUAL WALKER 5-3030° 
first six months of this year showed | New York, is the agency ization ON REQUEST . 
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return mail, 


We have a new booklet about the New Orleans market. 
It's brief and crisp as toast but crammed with the kind 
of facts advertisers like to get their teeth into. It's a 
particularly important booklet right now because New 
Orleans is booming with defense activity and increased 


pay rolls... August Retail Sales were up 27%. 


We'd like you to have one of these booklets and a 
letter to our representatives, NOEE, ROTHENBURG & 
JANN, Inc., or a line direct to us will bring you 'Adver- 
tising Advantages for the New Orleans Market" by 


EVENING 


AUGUST CIRCULATION 
BREAKS ALL RECORDS 


MORNING .. . 136,932 
A Gain of 13,713 


SUNDAY ... . 214,150 
A Gain of 30,485 


A Gain of 3733 


59,815 
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Significant Developments 


Edited by 


Cooperation in Developing 
Latin America 


What the United States must do 


in Latin America if it is to make 
the most of mutual commercial op- 
portunities is to build up new en- 
terprises there and create new 
channels of trade between its peo- 
ples and ourselves, declares Fred 


Lavis, consulting engineer, in Civil | 


Engineering for September. 
Because of the war, Europe can- 
not buy, and this country wants 
only a small part of the products 
of Latin America; therefore it is 
in distress. After the war, the 
writer predicts, an exhausted Eu- 
rope will only be able to barter, 
and that reduces the flexibility of 
markets. But in any event the 


United States will be left out of | 


the picture as a seller of manufac- 


tured products unless it can build | 


up new enterprises in which it and 
the Latin American countries have 
reciprocal 
for Latin America the 
things that Europe has heretofore 
done. We must help foment indus- 
tries which will themselves tend to 
develop trade such as does not ex- 
ist today, and such as will be of 
mutual benefit to both sides—in- 
dustries creating dollar exchange 
for the countries concerned. 

By way of example, Mr. Lavis 
suggests that the tin of Bolivia be 
brought to the United States and 
smelted here instead of in England. 
This would create direct instead of 
indirect exchange and also might 
even make this country independent 
of the tin from the Malay archipel- 
ago. We might do something to 
restore the nitrate’ industry of 
Chile and _ increase’ the 
fairly large 
ore from Latin America. 


There is also the very important 


field of financing and constructing 
various projects, the writer points 
out, such as hydroelectric or other 
power plants and large buildings. 


Skyscrapers and modern hotels are | 


beginning to be features of the 
South American landscape. Then 
there are water storage and irriga- 
tion projects, municipal water sup- 
ply systems, sewerage systems, 
ports and harbors, highways, and 
possibly railways. Such works 
would open up important fields for 


the use of American machinery for | 


permanent plants as well as for 
construction. 


Explosive Rivets 
Speed Production 

Considerable interest is being 
manifested in the development of 


a new type rivet which is fastened | 
in application by the use of a high | 
explosive. The rivet is manufac- | 


tured by the duPont company and 
is now being turned out in com- 
mercial quantities, according to 
Steel for Sept. 8. The rivets are 
proving an important factor in 


KWKH 


SHREVEPORT 
LOUISIANA 


covers* the | 


central southwest — 


50,000 WATTS 
oe: REPRESENTED BY 
THE BRANHAM COMPANY 


~ ane Listening oa 


interests. We must do | 
kind of | 


already | 
importations of iron 


The Business Digest 


in Trade and Industry as 


Reported by the Business Press 
RALPH O. McGRAW 


speed, which is especially desirable 
in the construction of all-metal pur- 
suit planes which are estimated to 
have as many as 800 fastening 
points accessible only from one side, 
jand as many as 10,000 in the largest 
all-metal bomber. 


Under the best mechanical meth- 


speeding production in the aircraft |ods now employed, a skilled work- 


|industry. 


The rivet is similar to a solid | fasteners a 
| rivet, except for a cavity which is 


man can set about two to four blind 
minute, whereas the 
new explosive rivets may be in- 


‘concentric with the shaft and opens |stalled by one workman at the rate 
lat the shank end. The cavity holds of 15 to 20 per minute once they 


a small explosive charge, 


work with exceptional 


which |are in place. The rivets weigh only 
when heated to a certain tempera- |about one-fourth as much as gen- 
ture by an electric gun applied to erally used 
the rivet head, detonates and ex-/explosive charge has 
pands the shank uniformly without | trolled so closely that the expansion 
cracking. The entire operation is |it effects may be held within limits 
performed from one side of the |of .020-inch. The present product is 
ease and|manufactured of an aluminum al- 


blind fasteners. The 
been con- 


= 


| 
loy. Manufacture in larger sizes Salmon Joins Bauerlein 
and in other metals including steel Picci, Melamine Ceili tninin 
’ ap ng 


is deemed possible. ‘editor of the New Orleans Item, has 
joined Bauerlein, Inc., New Orleans 
Directs Juice Drive /Severmanas ageety, Se parte ong 
The Caldwell-Baker Company, | prone 
Indianapolis, Ind., is currently di- | 
recting a New eg campaign for, Webster to Vancouver 
Kemp’s Sun-Rayed tomato juice. | eee : 
New York newspapers will be used, anes Ret yg ni ‘ he ee in 
along with subway advertising, a | Qj, a ten m. oe ee re ng 
spot in the McCann Food program I Var nen Ter mg ; seOy “A. Hunter, 
over WOR, a program over WEVD, | ancouver advertising counsel 
and a program in Jewish news- | — 
papers directed by Joseph Jacobs | 
Jewish Market Organization. 


Litho Club Resumes | 


Litho Club, New York, will re-| 


Unequalled designing ed 
engineering facilities 4+ 
your command. 


sume its regular monthly dinner | 
meetings Sept. 24 at the club head-| 
quarters, 2 Park avenue. 


~ 
. ‘ l, 

ere are three questions. They are the most important 
H questions that we can ask. They concern three seemingl) i, 

unrelated subjects, yet the answers to these questions tell 
complete story—probably the most sensational being told 2, 
today. up 
And because it’s a sensational story, we've been telling " an 
across the board in a list of 14 magazines, so maybe you 7 
know the answers. At any rate, here are the questions. Give 
them a try, then check your answers against the correc! 3, 
ones at the right. 10 
1. If you wanted to reach the top half of the entire Amer dy 
can market with a list of six magazines, which mag: /ine> Wi 


should you choose? 
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G-E Appoints Ayer Gridiron Dinner 
General Electric appliance and 


merchandise department, Bridge- 7 ° 
port, Conn., has appointed N. W. Strictly Stag; 
Ayer & Son, New York, as agency + 
for the G-E automatic electric blan- Skits Top Show 
ket (Picture on Page 35) 
ne Po ae Chicago, Sept. 18.— Uninhibited 
Wiggins Raises Corbett 


Val Corbett has been named the annual Chicago 
space buyer for Wiggins Systems, Gridiron Dinner will be held Oct. 


Ltd, Winnipeg advertising agency. 15 in the Stevens hotel. This is the} ous committees of the American As- additional courses. 
second dinner sponsored by Chi-| sociation of Advertising Agencies. 


cago’s advertising fraternity. fecha aliiin as niger: 

MAILING SERVICE In order that the gridiron may| ganization is William B. Carr of a See, See er Faas, 
|}have an unrestrained sizzle, and | Time. 

the writers who tend the fires may| Reincke-Ellis-Younggreen & Finn ° 

\ddressing—Mimeographing have a free hand, the dinner this| is repeating as chairman of the Moves to New Offices 

year will be a strictly stag affair.| ticket committee, and Dewitt 

Skits, which last year proved their 

popularity, will take the spotlight | is writing the “book” for the show.| to 341 Madison avenue. 


Multigraphing — Filling-in 


THE LETTER SHOP, Inc. 


440 S. Dearborn St. Wabash 8655 
CHICAGO 


~ 


2. 


d. 6. 


2. Do you think that the amount spent by the average 
upper-half urban family is equal to, more, or less than the 
amount spent by the average upper-half agricultural family? 


qua! _. More. Less 


3, What percentage of the farms in this country are within 
‘0 miles, 50 miles, and 25 miles of urban centers of over 
~00 population? 


Vithin 100 miles % 50 miles % 25 miles % 


\AMMGOO0 


'0P HALF OF AMERICA 


by the gentle touch of femininity,| Association; Agricultural Publish- | held at the Hotel Hamilton, 20 S. 
Advertising| ers Association; Bureau of Adver-| Dearborn 


this year, musical and chorus num- Starts Lecture Series 
bers having been eliminated. The preparation and selling of 
The dinner highlights a week advertising copy will be covered in 
which finds many leading news-| six lectures of an advertising course | 
paper and advertising men in Chi- offered by the Chicago Alumnae | 
cago for various conventions and | Chapter of Theta Sigma Phi. These 
meetings such as the Audit Bureau lectures, held for the third time 
; . this year, are an annual, non-profit | 

of Circulations; Inland Daily Press equcational project. Lectures are 


street, and enrollment 
tising, ANPA; and members of vari- | fees are $3 for one course, $2.50 for 
Other courses 
offered by the sorority are fashion 
magazine and_ business 


| ve ‘riting 
| Head of the Gridiron Dinner or- |“ iting, 


- and fiction and article writing. 
Charles Younggreen of elecettidinaias 


The Research Company of | 
America, formerly located at 120 
Wall street, New York, has moved 


| O’Kieffe of Leo Burnett Company 


AND HERE ARE THE CORRECT ANSWERS 


1. In order to reach the top half of the entire American market, COUNTRY 
GENTLEMAN must be one of the magazines on any list! The reason: Today the 
5 leading Weekly magazines, plus the 4 leading Womens magazines, plus # 
other national urban magazines—17 
49,542,194 


magazines with a combined circulation of 
reach less than 7007 of Country Gentleman's 2,100,000 families 


2. Analysis of the U. S. Consumer Purchase Survey reveals that the average 
upper-half agricultural family has more money to spend for advertised mer 


chandise than the average upper-half urban family. Furthermore, recent 


studies prove that Country Gentleman families are upper-half families 


3. Today 87% of the farms in this country are within a 25-mile radius of 
one or more of America’s 3,464 urban centers, where most of the advertised 
mec rchandis« 1s sold 


® We contend that these answers prove that Country 
Gentleman is one of the most important magazines in 
America today. Its 2,100,000 families are upper-half 
families ...they do much of their buying in urban stores 
... they cannot be efficiently covered by any combi- 
nation of urban magazines! 


ANNIVERSARY COPY 


This unusual use of cooperative single 
column newspaper space in eight states 
serves to introduce a new product. 


Stretch Theme 


Livens Single 


Column Copy 

El Dorado, Kan., Sept. 18.—Capi- 
| talizing on a manufacturing process 
that makes better mileage possible, 
|the El Dorado Refining Company 
has hit on a unique way to illus- 
trate the gasoline’s stretching power 


vin full single-column space. 
El Reco New Re-formed gasoline 


|}is being offered in conjunction with 
the company’s 25th anniversary and 
)an elaborate anniversary book is 
| being sent the company’s customers 
and friends in the business 

New Re-formed gasoline takes its 
/name from a process added to the 
company's refining which actually 
}re-shapes better gasoline fractions 
|to provide a more stable motor fuel, 
| Which the company says has given 
better road performance by test. It 
is to indicate this better perform- 
ance that the stretched-out theme 
is employed 

The El Dorado Refining Company 
was one of the founders of Sov- 
ereign Service, and uses its mer- 
chandising plans and materials in 
much of El Reco’s distribution. 
With completion of new pipe lines, 
El Reco is now ready to serve a 
wider area, and besides the illus- 
trated newspaper consumer copy is 
launching advertising in the oil 
industry business papers, 

The stretch-out theme is applied 
to direct mail, but is chiefly 
directed to newspaper advertising, 
which is done with dealers on a 
cooperative basis in the eight-state 
area which El Dorado serves. Potts- 
Turnbull Company, Kansas City, is 
the agency. 
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‘Dictionary 


Concluding Instalment 
of Unusual Series Dis- 
cusses Major Problem 
By HARRY HIBSCHMAN 


XII 
(10) Words, Terms, Expressions, | 
Statements and Representa- 


tions Relating to Tests and 
Comparisons. 


Among the practices that it is un- 
fair for an advertiser to indulge is 
that of making comparisons that 
show the products of competitors 
at a disadvantage where such com- 
parisons are based on insufficient or 
falsified data or where they do not 
set forth truthfully and 
the conclusions following 
fair comparison. For instance, if it 
is claimed that a certain product 
“costs less” than other similar prod- 
ucts, “such representation must 
be accompanied by a_ complete 
statement of the basis for the pur- 
ported price comparison.” 

So far as alleged tests are 
cerned, the results may be pub- 
lished if they have actually been 
made, and made by an impartial 
body, but it must be shown by 
whom, under what conditions, and 
when and where they were con- 


Why 
ladies love tenors! 


TEN THOUSAND women 


from a 


con- 


swoon when Bing 
Yehudi takes to the air with his thrilling 


trilling. Doesn't make sense to baffled hus- 
bands, but gentlemen with bulging brains tell 


us that it’s a release from prosaic living 
A lot of ut 
lectures like a deacon, Some of it ix 


ly ingratiating that Mes. 


phoniness a block away 


Take advertising (yours) 
oO stag 
Flanagan spots its 
Some of it is fact 


crammed as a machinist’s manual and just 


as appetizing. 


Would you like 


sing? 


to make your advertising 


Not too mute h blarnes ( just enough lo 
make the heart of a prospect 


go bam! wham! 


Then see 
* 
"a 
. a 
JOE KESSLINGER and his 


ADVERTISING ASSOCIATES 


12 Central Avenue, Newark, N. ] 


SINCE 1926 AND WHEN THEY 
SEND YOU AN INVOICE [T WON'T 


SERVING MANY SWELL COMPANIES 
BLOW YOUR HAT ofr 


deals with 


| been 
accurately | 


of Verboten Terms’ 
akes Up Teas and Comparisons 


[Editor’s Note: This is the twelfth 
and concluding instalment of the 
“Dictionary of Verboten Terms,” an 
unusual project developed for Ap- 
VERTISING AGE by Harry Hibschman 
to present as complete as possible 
an analysis of terms, 


expressions, | 


words and phrases which have been 


frowned upon by the Federal Trade 
Commission and the courts. It 
representations 
to tests and comparisons, one of the 
most interesting of the ten subjects 
included in the Dictionary. 
ADVERTISING AGE has been grati- 
fied by the response which readers 
have given this project, and by the 
numerous evidences that each of the 
twelve instalments in the series has 
examined carefully and has 
served as a useful guide in avoiding 
legal pitfalls in connection with ad- 
vertising copy and the presentation 
to the public of goods and services. 


The series as a whole covers well 
over 1,000 words and phrases, and 
is undoubtedly the most complete 
and comprehensive analysis ever 
made of FTC and court decisions 
relating to advertising and mer- 
chandising. | 
ducted. Needless to say, the tests 


must have been fairly conducted, 

neither the advertiser’s nor the com- 

petitors’ products must have been 
altered or tampered with, and the 
results must be truthfully stated. 

As Good—banned, claim that a fer- 
tilizing product is always as good 
and frequently better than com- 
peting products. 

Best by Test—Advertiser: “The 
two sectional drawings (at left 
and right) show the difference in 
wall thickness between steel rods 
produced by the old practice and 
the new ——————— construction.” 

“The left hand sketch shows 
how the old practice produced an 
unnecessarily thick wall at the 
tip and where  flexibility—not 
strength—is needed.” 

“Which steel rod did the Cast- 
ing-Testers say was ‘best by 
test’? Four (4) tubular steel rods 
went to the Casting-Testers—look 
what their tests proved. Note: 
These testers are expert casters. 

Here follows a purported test- 
ing report showing that one of the 
advertiser’s rods was used 50 per 
cent longer than that of a com- 
petitor before it broke and that 
another was used 400 per cent 
longer without breaking. 


799 SEVENTH AVENUE 
CIRCLE 5-7300 


for Fluid-Drive Action! 


DODGE 


picks Columbia Transcriptions 


@ Smooth, uninterrupted action—a good thing in 
transcriptions as well as in cars. 
Ruthrauff & Ryan, Inc., handling the Dodge ac- 
count, find at Columbia. Streamlined service—no 
delays, no interruptions, no waiting. Add to that 
our complete modern equipment and highly skilled 
engineers, and you have the secret of why so 
many big accounts are on our Columbia books. 


New York On & -_ 
L 
Chicago 


410 MW. MICHIGAN AVE. 
WHITEHALL 6000 


Made'by the Columbia Recording Corporation. 
A Service of the Columbia Broadcasting System. 


That's what 


Hollywood 


6624 ROMAINE STREET 
GRANITE 4134 


relating | 


TC: “The tests referred to 
were not made by experts inde- 


pendent of the respondent but | 
were made by workmen in its 
pay.” 

Hence, order to cease “repre- 


senting that the results of com- 
parative tests of respondent's fish- 
ing rods with other rods show 


respondent’s rods to be superior | 


unless and until such is the fact 
and unless such representation is 


Costs Less—representation banned, 


Double the Volume— 


limited to the superiority of re- 
spondent’s rods in only those fac- 
tors proven by such tests.” 


“unless such representation is ac- | 
companied by a complete state- | 
ment of the basis for the pur- 
ported price comparison.” 
Another: That the cost of pack- 
ing coffee by any method other 
than that employed by the adver- 
tiser is any amount in excess of | 
the actual cost thereof. 
banned, “holds | 
more than double the volume of 
ee 
a — pens do not} 
hold more than twice as much ink | 
as the fountain pens offered and | 
sold by competitors of the re- 
spondent. In fact such pens have | 


a 


an ink capacity of substanti: 
less than said amount.” 


| Equivalent—dropped by stipulati 


“A mixture of 


water is the equivalent in chlor; 


concentration of Dakin’s S 
tion.” 
Excels—discontinued: 
lotions . 
ficial results.” 
“Excels every other chick { 
or chick mash in economy of 
or in promoting growth and 
velopment.” 
Finest—discontinued: 
spark plug cleaner ever made 
First—dropped by stipulat 


“Excels ot 
in producing be 


“They are always first with : 


feeds.” 
Goes Farther—banned: “ 
costs no more than most to 


“Is the fi: 


ly 


THERE ARE THINGS THAT MONEY CAN'T BUY... but that you can buy with) 
the coin of happiness. A star-studded sky; trees silhouetted against a moonlit night 
. thes 


* 


the spirit of abiding peace that comes with the ownership of a dream home.. 


are beyond price! Yet they represent emotional riches beyond compare. They touc!} 


the well-springs of life...the things that have been rooted deep in the heart of 


Everyman and Everywoman since the world was born. 


Because the editors of Better Homes & Gardens know hearts as well as /eart! 
they evoke this same emotional response in their readers. In the pages of this mag 
azine people find the things that count in their lives: how to build better homes 
plan better gardens, rear better children, serve better foods. In short, the clue an¢ 
cue to svburban living ... whether they live in big towns, small towns, or in-betwee® 


There never was a time in the history of America when stability and serenit) 
meant so much. Here is an al//-home market reached by an all-home magazine. Het 
are families sure of their homes, sure of their jobs. Here are people using ext! 
income to do extra things to homes they own and love. And here is the / 


family-readership in Better Homes & Gardens’ history: 2,400,000 strony’ 


Can any advertiser looking for a volume market for quality merchandise attord ' 
. America’s Biggest Suburban Home Market? We think no: 
dith Publishing Company, Des Moines. 


overlook this. . 
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i SREY: 


Aphis”. 


ADVERTISING AGE 25 
stes Ss ‘ee ti s as far.” a . = a“ . rating in the International Ter- much as ordinary toothpaste.” 
pastes. Goes three times as far. eS 2 } | 
Greater—discontinued: Claim that omplete Dictionary Available mite Exposure Tests of many |Longest Life—discontinued by stipu- 
secret process gives fishing rods : — as ' 7 a a years, when such was not the fact. lation, the claim that “———— Oil 
25 per cent greater tensile | \ —_ “ ge of “2 oun Ive arte les sevens wh Hold Better—banned by order with has the longest life.” 
strength than others. the ictlonary of er voten _ferms, In one permane nt. regard to nails: Loosens Dirt Faster—this “or any 
Has Everything—Advertiser: “It handy volume which makes it ideal for ready reference. will Nesemn MMMM tad te four tees 


has everything claimed for any 
otner dry shaver and more. It is 
c!oser cutting, self-starting—a 
genuine $15 dry shaver in type 
and actual value.” 

‘The Dry Shaver 
hos all the features of $15 devices 
— and many others besides.” 

Aclaimed as the best dry 
shaver in the market regardless 
of price.” 

‘We build a dry shaver that 
will do everything a $15 shaver 
will do and do it much better 
than many higher priced shavers.” 


be available to readers of ApvertiIsiNG AGE within a few days. 
Every advertising and merchandising executive. and every 
agency man who has anything to do with copy should have 
this “Dictionary” on his desk where he can refer to it when- 


ever a question arises. 


If you are interested in reserving one 


or more copies, write for details to The Editor, Apvertisinc 
Ack. 100 E. Ohio Street, Chicago. 


Ordered to cease “representing 
that electric razors which are of 
inferior grade and workmanship 
are equal in value to products 
sold at much higher prices or will 
give performance equal to such 


higher priced products.” 

Highest Rating—dropped by agree- 
ment, a claim that chemicals used 
in a product intended for use in 
treatment of timbers against ter- 
mites had been given the highest 


better—-conclusive tests prove it.” 
“Sell - , the nails that stay 
put! hold two to four 
times better than ordinary lead 
head nails—tests prove it!” 
Laboratory Tests—claims of tests 


by alleged laboratories having no 
proper equipment, facilities or 
personnel, will be prohibited. 
Lacking—dropped by | stipulation, 
claim that competitive breakfast 
foods are usually lacking in bone 


building elements. 
Lasts Longer—banned, “ lasts 
longer—you use only one-third as 


IT TAKES EMOTION TO MOVE 


MERCHANDISE... 


BETTER HOMES & GARDENS IS 


REACHING 2,400,000 FAMILIES 


_ Rated 


other statement purporting to ex- 
press a comparison” banned, “un- 
less the basis of the comparison 
is stated in direct connection 
therewith.” 

More Calcium—banned: “Tests have 
proved conclusively that more 
calcium and phosphorous are 
stored up in the body by using 
——— in normal amounts than 
when the intake of ordinary milk 
is three or four times greater than 
the quantity of ———— used.” 

More Cups—dropped by stipulation, 
the claim that a pound of the 
respondent’s coffee makes more 
cups of coffee than a pound of any 
other coffee. 

More Effective—banned, claim that 
respondent’s garlic preparation 


“is more effective than ordinary 


garlic or other garlic prepara- 
tions.”’ 

More Eggs—discontinued, assertion 
that will produce more 
eggs or produce eggs more 


cheaply than any other feed.” 
More Food Value—dropped by stipu- 
lation, “ contains more food 


value per dollar than all other 
foods.” (See “Costs Less.) 
More Milk Solids—banned: “There 


are 43.8 percent more milk solids 
in margarine than in 
pensive spreads for breads.” 

Never Before Known—dropped, rep- 
resentation that respondent’ 
product “possesses qualities never 
before known to any oil.” 

Only—discontinued, claim “That re- 
spondent’s products are the only 
antiseptics which are nonpoison- 
ous under similar conditions of 
use,” 

Another, “That the advertiser's 
method of ‘dating’ coffee is ‘the 
only’ method or system that has 
any meaning.” 

No Other—respondent agreed to 
cease representing that ‘no other 
instrument grates foods properly 
or as well,” 

Another, that “no other coffee 
affords the same freshness at the 
time of purchase.” 


eX- 


Preferred—discontinued, “ is 
most always’ preferred where 
hand lotions are tested side by 
side.” 

Proved—dropped by stipulation, the 
claim that respondent’s product 
“kills the dandruff germ,” that 
this is a fact that has been 


“proved by scientists.” 
Quickest dropped, representation, 
si is the quickest spark plug 
ever made.’ 
First—respondent agreed to 
cease representing that its product 


cleaner 


“rated first among eight popular 
makes,” unless, “if such be the 
fact, the statement shows by 
whom and under what conditions 
and when and where the tests 
were made.” 

Safer—banned: “Safer, More Effec- 
tive is 100 percent denti- 
frice Contains no injurious or 

Collins, Miller & Hutchings 

INC 


Photo-engravers in Chicago 


207 North Michigan Avenue 
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unnecessary substances.” 
Save—banned, “You save over 20 | 
per cent in your feed costs.” 
Slate Tests—Among tests applied | 
to slate are the modulation of | 
rupture test, which determine the | 


COLUMBIA'S 


FOR THE | 
SOUTHWEST 


KF 


| 


STATION ‘Soap Tests—soap vendor-advertiser 


WICHITA 
KANSAS 


Call Any Edward Petry Office 


Technique—vendor of mineral lo- 


weight in pounds the slate will | 
stand before breaking, and the | 


absorption test, which determines | Tests, in 


the amount of water absorbed by | 
the slate. A higher weight figure 
per square inch and a lower ab- 
sorption percentage indicates a 
better quality of slate. Publica- 
tion of alleged results of compara- | 
tive tests purporting to show facts 
not warranted under these ac- | 
cepted tests will be prohibited. 


agreed to cease representing that 
research experts or laboratories | 
had tested, in connection with 
their ratings of soaps, all brands 
of soaps. 


| Superior—respondent agreed to 


cease representing that its shoe | 
polishes are by test generally or 
in any designated respect superior 
to all other brands unless and 
until competent and comparative 
tests have been actually conducted 
with all other brands so as to sub- 
stantiate such claims. 

Another agreed to cease repre- 
senting that laboratory tests es- 
tablished the superiority of its 
soaps to all other packaged soaps. 


cator agreed to desist from repre- | 
senting that he maintained one of 
the finest geophysical laboratories 
in the world and that probably no 
similar organization could com- 


mand a fraction of its technique, | 
knowledge and skill. 


General—banned, false 


claim that respondent’s products | 
are “based upon and make prac- | 
tical application of the biological, | 


chemical, and other scientific dis- 
coveries and theories of well- 
known scientists and are the re- 


sult of painstaking and long ex- | 


perience and tests.” 


| Tests, in Containers—distributor of 


an antifreezing mixture agreed to 
cease representing: 
(a) That tests for the effects of 


the product upon objects in a con- | 
tainer demonstrate the same re- | 


sult of painstaking and 
experience and tests.” 

(b) That tests upon objects in 
a container represent the tests 


long | 


which would be performed in a | 


laboratory. 


Tests, Time of—representations that 


tests have been made over a long 
stated period of time, when false, 
will be prohibited. 


Toughest—discontinued, representa- | 


tion that “ Oil has the 
toughest film in oildom.” 
|Value—banned: “ supplies 


more nourishing value than does 
either beefsteak, eggs, whole milk 
or fish.” 


Washes Clothes Whiter—See “Loos- | 


ens Dirt Faster.” 


‘A good newspaper does a thorough job 
of covering the news for its readers—of 
covering its readers for advertisers. The 
Journal is a good newspaper. 


JOURNAL, sc. ue ons ncrron 146,189 
JOURNAL... 107,567 


JOURNAL 


OREGONIAN total net paid daily circulation 
OREGONIAN city & suburban daity cirewtati 
OREGONIAN 


Figures from ABC Publisher's Stat it 


total city daily circulation 


total city daily circulation 


76,665 


142,673 
85,854 
58,605 


March 31, 1941 


Portland's Afternoon Newspaper | 


_ _REYNOLDS-FITZGERALD, Inc., National Representatives: 
New York, Chicago, Philadelphia, Detroit, San Francisco, Los Angeles, Seattle 


PORTLAND, OREGON 


a 


PLS ETD 


a 


| Getting Persona 


When Judith Barton, born Sept. 12 to Randall and Jane Barton a: 
Detroit, gets just a little bit older she may have trouble for a tim: 
keeping her two granddads identified properly since Randall is th 
son of Bruce Barton, pres., BBDO, and Jane is the daughter 
Bob Barton, v.p. in charge of the Chicago office of BBDO. . . 

Merrill C. Meigs, OPM aircraft chief and peace-time publisher . 
the Chicago Herald-American, returned from his recent trip 1 
England with a highly prized souvenir. It is a cigar band, bearir 
the name Winston Churchill, which was wrapped around the ciga 
the British Prime Minister passed when Meigs lunched at 10 Downi: 
Street. Edward W. Scudder, publisher of the Newark Eveni) 
News, has done his bit for national defense. He has turned over : 
the U. S. Coast Guard his 42-foot, $25,000 pleasure yacht. . . 

Brig. Gen. Julius Ochs Adler is getting farther away from | 
normal job as publisher of the New York Times every time the Arn 
moves him. He first went on active duty a year ago at Fort Dix, N. 
He was a mere colonel in those days. When he became a tempora: 
brigadier general in July, he was sent to Fort Benning, Ga., and n 
he’s moved on to Fort Leonard Wood, Mo... 

Francis M. Turner will return to his job as v.p. at Reinhold Pu! 
lishing when his fractured kneecap mends. He fell while on a vac: 
tion in Maine. . . Wedding bells will sound soon for Philip Green: 
of the Bureau of Advertising. He’s engaged to Anne D. Holt of Gres: 
Neck, L. I., and New York... 

Gene Bennett, ad director of the Fort Wayne News-Sentinel, h 
been renewing acquaintances with his friends in New York. . . Lee 
Wichelns, an advertising supervisor in G-E’s Bridgeport, Conn., offic: 
will be married sometime in the near future to Jean Frisbie Deck« 
of Milford, Conn. His ancee is an expert skier in addition to being 
high school instructor, and is also preparing for a Ph.D. at Yale... 

Moving day is in the offing for a number of advertising executive 
Among those who have leased new apartments are Harry M. Over 
street, v.p. of Brooke, Smith, French & Dorrance, in Castle Villag: 
Washington Heights; Paul E. Newman, v.p. of Erwin, Wasey, at 12 
E. 55th street; Joseph R. Stauffer, a radio director of Kenyon 
Eckhardt, at 433 E. 5lst street, and Paul M. Hahn, v.p. of Americ: 
Tobacco, a penthouse at 14 E. 75th street. . . 

W. B. Lewis is on leave of absence as CBS v.p. in charge of pr 
grams to handle a radio assignment in Mayor LaGuardia’s Office o! 
Civilian Defense. . . Norman A. Schuele, Jr., 19-year-old son of th: 
Revere Copper & Brass a.m., is heading for bigger and better gol! 
exploits. His most recent accomplishment was the winning of tl! 
Gedney Farms Country Club golf tourney... . 

Walter A. Fox, partner in Fox and Mackenzie Ad Agency, Phil: 
delphia, is running for renomination on the Republican ticket fo 
borough council in Narberth. .. J. M. Blacklock, v.p. and gen. mgr. : 
the State, Columbia, S. C., has been appointed to the steering com- 
mittee of the Columbia Community Chest drive. . . Harold E. Smith, 
gen. mgr. of WOKO and WABY, Albany, is captain in charge of com- 
munications of the recently-formed Patroon Guard, a mounted and 
motorized unit of the New York Guard... 

Joseph Creamer, head of sales promotion at WOR, New York, is 
back at his desk after a three-week vacation replete with fishing 
cruises. .. Of the army but not in it will be six members of Cincinnat 
stations WLW, WSAI and WLWO. The radio men will wear uniforn 
have officers’ status, and be subject to capture as they report th: 
Louisiana war games. The group is headed by Cecil K. Carmichael, 
of WLW’s publicity staff. . . Chairman of the advertising division of 
Chicago’s Community Chest drive is J. L. Valkenberg, assistant v.p 
in charge of the western office of CBS. . . Captain Norman V. Carlson, 
U.S. Army, got a lucky break. In charge of a specially-trained grou; 
of 15 men who, after a training course in Washington, were to be scat- 
tered from Iceland to the Philippines, he drew San Francisco as his 
base. A former Photo & Sound exec., he happens to be a native of 
San Francisco. H. H. Kynett, Aitkin-Kynett partner, spent his 
birthday examining a list of articles lost when his yacht caught fir 
off the Maine coast recently. . . 

Not worried was Mrs. Martin Chamberlain on her wedding day. 
Sept. 13. The unsuperstitious bride is the former Betty Boring, 
Gardner Advertising Company, St. Louis, receptionist. . . Add to the 
list of aspiring St. Louis thespians William King, Jr., recently named 
in charge of new business for Gardner, who plays the suspect in : 
murder mystery at St. Louis’ Civic Theater. . . 

Pierre Boucheron, genl. sales mgr., Farnsworth Television & Rad 
Corp., Fort Wayne, Ind., who is a lieut. comdr. in the U. S. Navy 
expects to leave soon on a foreign assignment. . . Samuel M. Stone, 
pres., Colt Patent Fire Arms Co., who has been ill for some time at 
the Hartford hospital, is much improved. . . Robert W. Jones, p! 
of journalism, U. of Washington, will celebrate his 25th year in jour- 
nalistic educational work this fall. . . 

Add to the list of American newspaper publishers who have braved 
the war zone for a first-hand look at things the name of Eugene 
Meyer, publisher of the Washington Post and National Defens« 
Mediation Board member. He is now in London. . . 

Mr. and Mrs. Lewis H. Titterton are the proud parents of a 
Charles Frederick, their first child. Charles’ father is manager 0! 
the NBC script division and his mother is known as Ruth Jordan 
at William Esty & Co. where she is a copywriter. . 

Did you know that Bob McKee worked for both CBS and NB‘ 
Chicago? And that, naturally enough, the two of them are having 
quite a time with misdirected mail, etc.? The NBC Bob is a so: 0! 
Homer McKee, Chicago agency exec. . 

Powell Thomas is bearing out the adage that brains are recogn ‘ed 
anywhere. The former member of the Greenville News & Piedmo'’s 
advertising department, now in the naval reserve, has been ord ed 
to report to Pearl Harbor, Hawaii, for duty with the naval intellige ce 
service. 

John H. Breiel, public relations man for N. W. Ayer, is spend 
and we mean spending—his vacation by taking trips to Sarat to 
watch the bangtails run. . 

Charlie Bolan, debonair a.m. of Carter Carburetor Con y, 
St. Louis, said “I do” lately and attended the NIAA Confere! at 
Toronto this week on his honeymoon... 

Model for the bas-relief seal of Minneapolis’ new Farmer id 


Mechanics bank is Lancelot Seaforth, great dane belonging to A! red 
D. McKelvy, head of Seaforth Toiletries. . . 

Fred W. Rees, a.m. of Pabco linoleum, off on a month’s sur 
merchandising and selling methods in the East, Midwest and Sou 
Herbert M. Baus, publicity director of the Los Angeles Cham! be 


Commerce and publicity chrmn. of PAA, will conduct a weekly 
class on publicity at USC... 
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Asks $35 000 for . Sends Out Mitties SEPTEMBER LINAGE FOR CANADIAN MAGAZINES 
’ 


Bendix Home Appliances, Inc., _ me oe ae 
~ ' ines at es anes sities 
South Bend, Ind., has developed an | ,-,,,gian Home Journa ; 5 170 
unusual mail piece in which a pair. can 


i - ‘ - ‘ 
A) Loe Lf Lj : ; ‘anadian Homes & Gardens 7.1 18,230 32.0 21,517 
in an an of pliofilm mittens to “keep your ‘ ; — 4.4 13.811 29.0 20,307 
hands looking lovely” : +4 


are sent t0/ \aciea: 


' ‘ - 8.562 43.5 457 
housewives, together with a re- | Mayfair = gi ++ “> 
: t r ] 1 ‘ 1 ‘ 19 1s . 
S sponse card and a promotion piece ‘#ten®! § M : 
romo ion un which informs the recipient that rotal Group 249.9 164.208 298.7 151,101 
there is another way of preserving Display, including poultry and livestock in Canadian Farm Papers tenia 
"(nal 7 ‘ount ' 9 567 6.9 . 
hand beauty, the new Bendix | *){#™san Countryman A “+ : 
Pariy Lod - . 7? Country Guide & Nor'-West Farme: ! 6,730 aoe 
New York, Sept. 17.—The terms | washer. emily Herald BEN DAYS 
“ and “yang,” relegated to a ee Eastern Edition : 22.199 ‘ 24.312 
: AE | festern aition 19.0 958 18. 18.643 : "UR D TT 
lim)o after a brief promotional test), . u “ Wenn ana. Gente Bavion att 61 1407 pine CURSO Lar renie 
‘wo and a half years ago by Devoe|JOins “Charlotte News Warmers Advocate & Somes Maganine 19:3 13.529 17.9 12.541 SPECIAL EFFECTS 
; fete " y irmer'’s Magazine 284 19.861 ? 
& Ravnolds Company, echoed once W. E. Jordan, formerly manager) 37) 3 oe cassia a , & 728 
& ‘ , : ‘ Free Press Prairie Farn ' ‘ 
again in Supreme Court here this|of Mid-South Dailies, Memphis, | Western Produce: 10.8 11,851 17.0 18,691 RAPID COPY SERVICE CO 
when Mrs. Belle Northrup,|has joined the News, Charlotte, = : 
we Mrs. I ko Total Grouy 8.7 6,38 5 156,410 e 123 N. Wacker Drive CHICAGO 
riginator of the color psychoanaly- N. C., as national advertising man- é ve 
tunt, asked $35 000 for her ager. Mr. Jordan was with the \ugust Weekly Linag: e 415 Lexington Ave... NEW YORK 
ar th agp as, Piya ©"! News in the same capacity five Hest , ~ a - ais @ Ninth-Chester Bldg. . . CLEVELAND 
es to the paint company years ago. Hi_Weekis 


court action was originally 
tuted in October, 1939, but the 
was dismissed on insufficient] @* 


ture in the promotion, She was not 
properly compensated for her serv- 
ICes, she asserted. 

The reply entered by Devoe & 
Raynolds admitted having conferred 
vith the plaintiff but denied any 
contract or agreement with her, 
The answer says Mrs. Northrup 


m4 (om 
grounds. The new action is the oe oe a 
t of an amended complaint. . 7 ; 
Northrup, formerly a_pro- j q \ 2 ' 
fess of fine arts at Teachers’ Col- a 4 3 Br i 
Columbia University, attracted i 2 is wt 
lerable attention with  her| se 3 
tal nomenclature. “Yin” desig- 7 _ * 
nated a shy, and “yang” a vivacious Ee ‘F 
type, and the underlying idea of 4 “TD 
the color psychoanalysis campaign 4 } ? 4 
undertaken by Devoe & Raynolds a 4 
to classify women in. their a 
f proper yin or yang groove with the ' . t wa : 
{ of a special machine, and sug- . ij “es 4 
gest home decoration schemes that * ' 
j uld complement their personali- } 4 
| ties : y 
: In her new complaint Mrs. North- ae 
‘ charged that Devoe & Raynolds 3 
: cepted her proposal, enlisted her 
istance in outlining an advertis- g 
ng campaign based on the yin-yang 
theme, and used her name and pic- : 
y 4 
y ey 
7 
eee 


greed to accept $500 for her work, 
| but that when this was offered it 
) vas refused. The company asked 
j ermission to examine the plaintiff 
ling details of the agreement 

he alleges existed 


‘ 
; 


Devoe & Raynolds spokesman 

d ADVERTISING AGE today that the 

yin-yang promotion lasted only a 

hort time and that “it failed to 
ell any paint.” 


FCC Grants Full Time 
for WWDC, Washington 


Capital Broadcasting Company, | 
operator of Station WWDC, oe | 


ington, D. C., has received a permit iT TAK E x A LOT M 0 RE THAN Fl N E TO 0 LS J 0 E 

from the Federal Communications ? 

Commission to broadcast unlimited 

time on 1,450 kilocycles, with 250 TO y a 0 0 T 0 U R 0 L D G 0 LF C 0 U b S E | N PA Rp : 
watts power. The station has been - 
on the air since spring on an ex-| 

perimental basis, pending comple- 


tion of engineering tests. eit Swell new clubs, a wonderful day, the course was never more beautiful. Grand old trees, well 
the opposition of Dyke Cull , one H i 
Ph pe ie placed traps, fine, cushioned greens—400 yards of fun! .. . Came the same old slice, the 
the company. Mr. Cullum has been i i j 

. adie at te. ceca cae same old pull, same stubbed” approach, same wavering putt. Par is still four, but two over 
just before the station began oper- 


tion, and has asked the court to 


nal urt makes six. ... And so with engravings. A wonderful plant, most modern equipment. Honey- 

af 0IN a receiver to preven ur- P ; P . - ; 

her wasting of assets. tongued salesmen with ‘special inducements.’ Looks like a natural for saving some money. 
Good story, good equipment, low price, take the order. . .. Came the same old delays, the 


| AT same alibis, same colorless proofs, re-etching, re-tooling. The same scare over deadlines, the 
| USEFUL DATA same string of ‘extras’; arguments, headaches and dissatisfaction. ‘Par’ for the job could 
have been $50.00, but it’s a pretty safe wager that inexperience, lack of skill, knowl- 
edge and organization, and ‘'playing for the quoted price” resulted in “over par’’ figures 
d on the ticket and on the invoice. . . . Most wise buyers of photo-engravings will tell you 
‘ that to attain your objective with almost total qvoidance of hazards, with the greatest of 
: accuracy and precision, and with the utmost of economy in time, energy and effort it is good 

to select an engraver with a reputation and a record for ‘knowing his tools’ and how to 
y. use them. No doubt these are reasons why numerous advertising pages in most national 
; Vrite 7 aay cour publications are regularly printed from plates made from original engravings by Rogers. 
“d 


im | POWER PLANT 
m | ENGINEERING 


ca) |) 26=—StéAC@BC - ABP 
| L533 W. JACKSON BLVD., CHICAGO 


ROGERS ENGRAVING COMPANY 


Adolph F. Buechele, President» MASTER CRAFTSMEN OF PHOTO-ENGRAVING 
2001 CALUMET AVENUE e¢ Phone: CALumet 4137 ¢ CHICAGO, ILLINOIS 
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Comic Verse Copy 
Sugar Coats Snags 
in Deliveries 


New York, Sept. 17.— Tussling 
with the problem of how to main- 
tain customer goodwill in the face 
of delivery delays caused by de- 
fense priorities, Wellington Sears 
Company came up this week with a 
technique for transforming scowls 
into smiles—in one easy lesson. 

Instead of dealing with the ex- 
planatory job in the conventional 
sober manner, the company and its 
agency, Alley & Richards, donned a 
poet’s toga and reeled off six stan- 
zas of light verse that told the 
story in a nutshell. The opus mag- 
nus is entitled, “Uncle Sam Comes 
First.” 

So productive of enthusiastic 
comment was the unusual piece of 


To a Publisher 
Looking for Successtul 
Midwest Representation 


organization with 


A well staffed 
wide experience and twe well based 
‘es in the central west is now in a! 
position to provide aggressive, hard 
hitting repre sentation for an addi 
tional publisher. Proven ability to 
handle aa type of paper. Strong 
ng established agency and manu 


facturing contacts from Pittsburgh to 
Omaha. Will cover all of the territory 


ful results deliv- 
2sent connections is on rec- 
ssion of your problems 


iny part. Succes: 


Box 3467, Advertising Age 
100 East Ohio Street 
Chicago, Illinois 


PRIORITIES VERSE 


Orders Come In Every Mail 

Wire And Phone And Salesmen Too, 
Add Their Urging—" Without Fail — 
Please Ship Goods —We Count On You.” 


Friends We've Sold For Thirty Years 
And We Hope To —Thirty More 
Tell Us As They Mop Their Teors 
Must Ship Goods On Or Before” 


Eighteen Mills Run Night And Day, 
Work Three Shifts And Hope For Power 
Drought Hit Rivers Back In May 

We Conserve Each Kilo-Hour 


Joe Enlisted—Bill's “Selected” 
Jack Is Breaking Weovers In 
But Production's Not Neglected 
Fact, It's Best It's Ever Been. 


Brothers, Let Us Tell You Truly, 
Thot We re Straining Every Nerve 
it Won't Help To Press Unduly, 
When We're Trying Hard To Serve 


We'll Do Our Best For Every Buyer 

When We're Late Please Don't Say “Damn” 
lots Of Fabrics Now Marked “Prior” 

For The Needs of Uncle Sam! 


WMOUSTEIAL FABRICS GARMENT FABRICS 
Oeareees = =Trowns 


fit COTTON Famercs 
BATON Fasercs 


WELLINGTON SEARS COMPANY 


65 WORTH STREET, NEW YORK 


Wellington Sears Company calls on its 
customers to be patient about deliveries 


and bursts into verse in the process. 
copy that the initial insertion in 
Daily News Record will be ex- 
tended to a long list of business 
papers in fields served by Well- 


ington Sears. Customers who had 
good reason to complain about dis- 
rupted delivery schedules were ap- 
parently mollified by the rhyme’s 
‘xplanatory measures. 


Y’OUGHTA SEE THE WAY 
SALES ARE LEAPING FOR 
ADVERTISERS USING WDAY. 
AT FARGO, SPENDING CENTER 
FORA MILLION-AND-A-HALF™S._ 


PROSPEROUS PEOPLE! 


—— 


WwW DAY FARGO, N. D. S000 WATTS-NBC 


AFFILIATED WITH THE FARGO FORUM 


FREE & PETERS, INC. NATIONAL REPRESENTATIVES 


SEPTEMBER ADVERTISING LINAGE IN NATIONAL MAGAZINES 
1941 1940 1941—— 1940 
Pages Lines Pages Lines Pages Lines Pages L. 
GENERAL (Mac) H 13,019 29.6 
*Ace Fiction Group 11.2 2516 a0 2,006 Radio Mirror (Mac) 22.3 9.544 24.1 
American. 28 12,363 36.2 15,546 | Remantiec Story (F) 20.6 8.661 18.4 - 
*American Forests 8.0 3.360 7.5 3,150 | Screenland ....... 23.1 4903 17.8 9 
American Home 19.9 31,520 $1.0 25,940 | Screen Life (F)..... 20.0 12,166 22.0 
American Legion 16.1 6,914 15.9 6,817| Screen Romances (M M) 28.4 12,193 25.6 
Arts & Decoration Silver Screen ah bake @ 23.1 9.903 17.8 | 
(Combined with Spur). 11.1 6,959 14.4 4,088 | True Confessions (F) whi 24.8 10,406 24.2 7 
Asia Gate ant etaa a a 3.3 1,440 OS 357| True Experiences (Mac). 25.3 10,844 27.0 1 
Better Homes & Gardens $3.8 27,666 35.3 22,327] True Love & Romance (Mac) 23.7 10,158 25.3 ‘ 
Boys’ Life ... 11.0 7.500 13.0 8.821] True Story 37.5 16,069 38.0 l¢ 
Child Life ... 5.0 2,161 7.9 3,381] Vogue ; 146.1 92,317 143.6 ’ 
Christian Herald 18.6 7.968 18.4 8.093 | Woman's Day .h 07.7 11,862 221 
Columbia 2.5 1,722 2.2 1,510} Woman's Home Companion. 40.9 27,803 38.1 2 
Cosmopolitan 45.1 19,356 46.5 19,946 | Your Charm 25.3 10,820 18.6 - 
Country Life 21.8 14,629 24.7 16,590 | - 
*Dell Detective 4.2 3.515 7.0 3.021 Total Group .......... 622.206 
Elks . C9 3394 6.5 2.801) ep ANDARD MAGAZINES 
Esquire (National) 16.7 31,379 41.5 27,8386 eins ee - 
‘Extension . 10.5 7.272 7.6 5.256) American Mercury 9.8 1,779 10.2 2 
Film Fun 5.7 2.444 4.8 2.044 | Atlantic Monthly 18.6 4,424 17.6 ' 
Fortune . 42.0 57.571 83.4 52,693 | Harpers Magazine 19.8 4,713 20.2 { 
Front Page Detective 4.1 3,885 7.0 3.021 | 
*Grade Teacher, The 18.7 8,259 18.3 S069 Total Group 10,916 
House Beautiful 16.9 249,663 39.2 24,742 OUTDOOR 
House & Garden 18 4 30,603 16 i 2 »19 American Rifleman 23.2 9.965 22.6 
*Improvement Era 17.2 Aap 15.5 ° 631 Field & Stream..... 30.2 12,940 33.1 
Instructor .......... 18.9 12,929 16.5 11,282 | ur. Fish-Game ‘sé 15.5 6,653 16.0 6.48 
a ho i o} gag | Hunting & Fishing. 13.3 699 10.2 136 
ow - B “9 sige ft: 9 “vc. | National Sportsman 13.2 », 682 12.4 ‘ 
National Geographi« 18.8 1.475 17.5 4,166 née 68 O15 ‘ 
“r : ‘tim ea Pap tt pa «878 Pees ; 2,91! ; 
Nature Magasine . 67-2863 0 172K] OUtdoor Life +e Mee 
_- 9 @r - - o 948 Outdoors ° 12.0 »,127 Gu 
open Road for Boys 6 é 2,871 ‘or 2,364 Outdoorsman 11.1 4,768 11.4 ) 
Physical Culture . 8.0 3,694 11.8 ‘ps +4 Sports Afield 21.8 o.344 4.8 \ 
Popular Mechanics 9.8 13,389 5Y.5 13,335 eee bai a 
*Popular Publications 14.7 3,296 13.0 2,906 . = 
Pepulat Science 16.0 10,306 $6.7 10,464 Total Group states 
Redbook 291 12.463 <3 16415) MALL oRDER 
Scientific American 10.3 4,406 10.8 1.651 Comfort 4.9 $354 $0 
*Secrets. ; . XLS 3,758 »f 2,426 
*Street & Smith Comb 10.1 2,254 “0 2,018 Total GFOUP 2... ceeeeseees Bod 
"Sunset 23.0 9.977 21.0 8,824 ALGUST WEEKLIES 
Frown & Country. 19.7 33,397 37.1 24,941 | american Weekly 24.5 46,570 9 17.1 
rravel — 3.5 2,208 1 3.172) Business Week .. 161.8 69,393 119.5 
True Detective 1.6 1,964 8.1 473) Collier's 118.3 . 80,431 107.1 
*VYachting 38.9 24,569 40.9 25,833 Cue ed eae 55.2 23.67 " 3.7 
‘Rotarian 5.8 2,467 6.5 2,773) bamily Circle 72.5 31,107 50.3 3 
nia. Merete 7 7,478 20.3 
Total Group 64,122 26,041 ‘arte ies ‘eas 11.6 1 
WOMEN'S MAGAZINE s z --- | Liberty 69.6 29,871 67.7 
*American Girl 8.0 1 ASG 6.9 2.40% ee 53.0 104.040 141.8 
Hlamour 47.5 20,371 BTS FOS Tooke oo ccc cece cccece, 20.1 13,647 199 | 
Giood Housekeeping —_ err pg aoe | Movie & Radio Guide haa ee 10,696 15.1 
Harper's Bazaar 66.5 44,718 3.9 5G 199 Newsweek ...... 99.7 42,760 Hu 
Holland's 9.5 7,202 9.4 soee |New Yorker ..... 127.0 54,477 127.2 
Hollywood (F) ........ 29.7 12,492 22.0 9,244 *New York Times..... 148.0 33,219 96.0 
Home Arts Needlecraft. . : ‘ EN a Li cawedeen bueehis saa 2.1 1,421 2.2 
Household 14.0 9,518 14 - 10,00 Saturday Evening Post... 191.3 130,107 168.7 114.706 
Junior League 7.9 »,019 ‘9 00% *This Week 30.0 30,912 20.3 *4 
| Ladies’ Home Journal... -- 69.9 47,552 48.9 $3,228 Time 163.6 70,173 134 7 57 
Mademoiselle - 148.8 63,818 160.7 68,935 *United States ‘News The 53.0 22.7 3 31.3 13.4 
te ee ee 53.8 36,563 45.0 30,618 ore ere ee sail es 
Modern Romances (M M) 25.5 10,930 24.6 10,558 Total Group 777 47 te 
Modern Sereen (M M) 30.2 yt 7 “oo 
; ted > 31.0 3,002 22.5 9.45 
o_o Pasay ad Fr i 316 13.290 24.4 10,262 *Figures provided by publisher 
Parents’ (N. Y. Metro, Ed.).. 3.2 1,855 5.7 2,458] 5 issues 1941 and 1940 
Parents’ (National) ...... 47.6 20,439 $5.2 19,404 "ist issue only of both years. 
Photoplay & Movie Mirror *‘August and September combined. 


Weeklies Score 
17.3% Increase in 
August Linage 


Chicago, Sept. 17. — August 
weekly magazines scored a linage 
increase of 17.3 per cent over Aug- 


ust, 1940, figures, according to 
information supplied by Publishers’ 
Information Bureau. Last year the 
total linage for the month for the 
weeklies was 662,953, compared 
with 777,547 lines for August, 1941. 

September women's magazines 
moved ahead from 559,995 lines for 
the month last year to 622,206 for 
the month this year, a gain of 11.1 


per cent. The general magazine 
group for September, 1941, moved 
ahead 7.2 per cent with a_ total 


linage for the month this year of 
564,122, compared with 526,041 lines 
for September, 1940. 

Three standard magazines had a 
0.7 per cent linage loss for Septem- 
ber, 1941, with 10,916 lines for the 
month compared with 10,996 for the 
month last year. Outdoor publica- 
tions scored a 6.7 per cent linage 
increase for September this year 
with 75,500 lines, compared with 
70,781 lines for the month last year. 
In the mail order field the single 
publications measured showed a 
24.9 per cent linage increase for 
September, 1941, with 3,354 lines, 
compared with 2,685 lines for the 
month last year. 


Arrow Points for Defense 


Cluett, Peabody & Co. New 
York, has issued 50,000 national de- 
fense bond posters for retail store | 
distribution. The posters show a 
man equipped with an Arrow shirt, 
tie and handkerchief, and bear the 


caption “Follow the Arrow—Buy 
United States Defense Bonds and 
Stamps.” 


Joins Brisacher, Davis 

John Lo Buono, former advertis- 
ing manager of Transcontinental 
and Western Air Express, and re- 
cently with Erwin, Wasey & Co. 
has joined the Los Angeles office of 
Brisacher, Davis & Staff. 


WMC Increases Power 


Station WMC, Memphis, NBC | 
Red outlet, will increase its power 


from 1,000 to 5,000 watts Oct. 8. 
Station WMBG, Richmond, Va., 
another NBC Red outlet, expects to 


increase its power from 1,000 to 


5,000 watts about Jan. 1. 


WJJD Raises Harm 


Fred G. Harm, for the past five 
years a member of the sales depart- 
ment of WJJD, Chicago, has been 
named sales manager of the station 
Herbert Simon, formerly with U.S 
Advertising Corporation, Toledo, 
has joined the station’s sales staff 


De Soto Launches Drive 

De Soto division of Chrysler Cor- 
poration, Detroit, has begun its 
presentation of 1942 fall advertising 
and promotion plans to dealers in 
33 cities. New models are slated to 
make their appearance in show 


BUSINESS PAPERS 


Who Advertised and Where 
When They Advertised and How Much 
Allin 


BRAD-VERN’S REPORTS 


rooms soon thereafter. 


135-21 Union Tnpk., Flushing, N.Y. 
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COMMUN 1vyY 
chooses Columbia transcriptions 


le 


one of the many great companies 


that find Columbia Transcription Studios de- 


y to fit their needs. Columbia's 
dern equipment, highly skilled 
d quick, streamlined service al! 
ing requirements of Community s 


agency, Batten, Barton, Durstine & Osborn, 


ult: ultra-high-quality transcrip- 


tions packed with sales appeal. 
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= TRACEABLE 
wun & "TANGIBLE 
SURVEY 
- THE United States News, since its re-birth in 
magazine size, has used Advertising Age exclusively as 
LestiensnlARas Y Welbifnmanetpasastadislllennsacumin its ‘coverage medium" to reach the advertising fraternity. 
A 3 a : The great success of The United States News is proved 
oaks : by an 80.7%, increase in advertising revenue for the first 
— 8 months of this year. 
Among magazines, what is the most | important of all publishing themes? 
A sOuND product; a steadily growing circula- 
FISTS tion; aggressive selling; intensive mail promotion and the 
use of Advertising Age in new and dramatic ways, are the 
factors that have made The United States News the talk 
nl of the advertising world. 
; c ra a — a oF WHEN you have something unusual, advertise 
= aS i " eo oe it in an unusual, confident and compelling way in an un- 
“soe > : et Ee usual and outstanding medium. 
pe eu ge — eiues *H . ae ar THE big ADVERTISING AGE page gives drama 
= mae : < ng = 3 = | es ; and sales power that no other advertising paper can equal. 
Bon / - i _ gs ie a | ae eee nw MS Add to these the cumulative effect of multiple page ad- 
ee = sagen = ss | 2 7 ee vertisements and you have the advertising field's most 
. 7 nal powerful promotion. 
a.) et E arty this year Dan Ashley, vice-president 
yar “4 , ingen - and advertising director of The United States News, wrote 
\ ss = ay vartieement witsh us that they expected to increase their representation in 
ae & egina ss has appeared in ADVERTISING AGE. This six-page advertisement is part 
. e : empalln Seat pr itvap SING of a regular schedule which is doing an outstanding job of 
} seis building a distinctly better understanding among advertis- 
. years. September cgi 
15, 1941 issue. ing executives of the medium, its growth and its objectives. 
Advertisi 
vertising /\ge 
' THE NATIONAL NEWSPAPER OF ADVERTISING 
100 East Ohio St., Chicago 330 W. 42nd St., New York 
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PHILADELPHIA 
LINAGE 
SCORE CARD 


First in DEPT. STORE linage 
or 9 1-2 consecutive years 

— EVENING PUBLIC LEDGER 
First by 14.6% in SPECIALTY 
SHOP linage first half of ’41 

—EVENING PUBLIC LEDGER 
First in AMUSEMENT linage 
first half of °41 

— EVENING PUBLIC LEDGER 
An increase of 198,624 lines from 
19 leading retail accounts first 
half of ’41 over ’40 

— EVENING PUBLIC LEDGER 


THEY’RE SAYING IT 


with LINAGE 
(Not LINEAGE) 


PHILADELPHIA—city of 
thrilling history and strong tra- 
dition—has seen rapid changes 
in recent months. 

The influx of new faces and 
new families — of new capital 
and new factories —new enter- 
prises and defense contracts of 
first magnitude — has brought a 
rebirth of prosperity, a change 
in community psychology, and 
a revision of reading habits. 

Under new ownership and 
editorial direction — new ideas 
... mew energy... new vision 
and new purpose —the news- 
paper recognized by local and 
national advertisers as ‘‘Spokes- 
man for Philadelphia’s new 
prosperity’ is 


EVENING 
PUBLIC LEDGER 


ROBERT CRESSWELL, Publisher 


PHILADELPHIA 


National Advertising Representatives: 


PAUL BLOCK AND ASSOCIATES 


Cook Book Incert 
Doubles as Ad 
in ‘Better Homes’ 


(Picture on Page 35) 


Des Moines, Sept. 17.—Lamont, 
Corliss & Co., maker of Nestle’s 
chocolate and cocoa, is following a 
unique line by using a two-page, 
four-color punched page insert in 
the October issue of Better Homes 
& Gardens which, when removed 
from the magazine, can be trimmed 
and folded to insert in the new edi- 
tion of the magazine’s cook book, 
which also is announced in the 
October issue. 

“This is the first time any com- 
pany has patterned its copy after 
the cook book,” reports the publi- 
cation. The cook book was launched 
in 1930. In 1937 the magazine 
initiated the editorial cook book 
page with punched holes to fit sub- 
scribers’ copies of the cook book. 
The Nestle insert follows this style, 
featuring “dessert discoveries.” 
Cecil & Presbrey, New York, handles 
the Nestle account. 

The cook book, known as_ the 
“Cooks’ Round Table of Endorsed 
Recipes,” in the new 
loose-leaf, has a washable cover, 
color pages and vitamin charts. 


MacDougal Tops 
WAGA Meet 


R. K. MacDougal of N. W. Ayer 
& Son, who shot a net 130 for the 
36 hole play, won the Western 
Advertising Golfers Association out 
of town tourney at Minocqua, Wis. 
John Blair, John Blair & Co., won 
low gross honors with 157 for the 
rounds. 

The final tournament of the 1941 
season will be held Sept, 26 at Bob- 
O-Link Golf Club, with election of 
officers at the dinner following the 
tournament. 


Penn Admen to Meet 

Conferences for advertising ex- 
ecutives of Pennsylvania  news- 
papers will be held Sept. 22 and 23 
in Harrisburg, Pa., under the spon- 
sorship of the Pennsylvania News- 
paper Publishers Association for 
the purpose of discussing services 
which newspapers can give to ad- 
vertisers under the prevailing con- 
ditions resulting from the national 
defense emergency. 


Roberts Appointed 
M. M. Roberts has 


pointed advertising and merchan- 
dising manager of Hudson Motor 
Car Company He has been in 
charge of all merchandising activi- 
ties for Hudson since November, 
1940, and now takes over the duties 
of advertising manager, the post 
held by H. O. Ward, who has re- 
signed. Before going to Huason in 
1934, Roberts had been with vari- 
ous General Motors divisions 


been ap- 


edition is} 


Tin Can Interests 
Dispute Claims in 
Beer Broadcast 


New York, Sept. 17.—The status 
of tin containers under the defense 
program this week stood out as 
the major issue of a spirited under- 
cover controversy that has set 
brewing circles here buzzing. The 
argument came to light as a direct 
result of radio commercials used on 
Piel Brothers’ Boake Carter news 
broadcasts, since March heard over 
12 Eastern stations of the Mutual 


Broadcasting System, but hence- 
forth to be confined to Station 
WOR, New York. 

Featured in the Boake Carter 


series is a lightweight, no-deposit 
beer bottle, packaged in a “pantry- 
pak” cardboard carton, containing 
six bottles. Since July 30 the com-) 
mercials have placed considerable 
emphasis on a tin shortage, with the 
company’s use of bottles described 
patriotic move that not only 
helps conserve an essential defense 
material but also helps ‘take up the 
slack in the glass industry which, 


as a 


after all, cannot build = cruisers, 
tanks or airplanes.” 
Critics immediately took issue 


with the tone of the commercials, 
asserting that up to the present 
time no priorities have been placed 
on tin, and charging that the broad- 
casts are unduly alarming to a pub- 
lic accustomed to buying innumer- 
able food supplies in cans. It was 
pointed out in addition, that while 
there are no. priorities on 
itself, restrictions have been im- 
posed on cork and foil, both essen- 


glass 


tial to the manufacture of bottle 
caps 

Can manufacturers assert. that 
more beer is being sold today in 


cans than ever before, in spite of 
the almost complete stoppage of 
advertising by manufacturers and 
individual brewers promoting 
canned This is. attributed 
chiefly to an unprecedented demand 
from the numerous army camps 
that have sprung up throughout the 
country during the past year, and 
an expanded export market For 
this reason, it is admitted, a dis- 
tinct shortage of cans has already 
made itself evident, and some 
manufacturers have started to put 
customers on a ration basis. It is 
maintained, however, — that the 
shortage is due to limited plant 
capacity rather than any shortage 
of raw materials 


bee! 


Changes Quarters 

The new location of J. J. Gibbons, 
Ltd., Calgary office is the Lancaster 
bldg. 


To Give You An Idea 


of the acale of prices and quantitic &, 
10 Display Prints enlarged to 24°x36" 
from one original, $1.70 each—25 at 
$1.40 each other quantities and sizes 
in proportion, Color is not restricted 
to black, but AT NO ADDED COST 


can be blue. brown or red on white 


or phone ATLAS, WHITEHALI 
7575, and let wus show wou how the 
neu itlas Displaw Print will help 
displau problem —economi 
cally 


sarrene PHOTO COPY COMPANY 


* | ES Bgl et 


- Unmounted + 90¢ | : 


Here’s How Some Folks 


SIZE 24 x 36 
IN QUANTITIES 
OF 10 


Use Atlas Display Prints 


ENLARGED NEWSPAPER ADS 


WINDOW DISPLAYS... 
STORE DISPLAYS... 
SALES PRESENTATIONS 


DEALER PRESENTATION 


SHOP BULLETIN NOTICES 


SALES CHARTS 


. . . . 


Other Atlas Specialties Include Murals, 
Bromide Enlargements, Jumbostats, Atlastats, 
Copy Photographs and Studio Photography 


Rretiietesis ot be ten 3 


225 WH. MICHIGAN AVENUE 
O18 HM. MICHIGAN AVENUE 
221 W. LASALLE STREET 
104 S. MICHIGAM AVENUE 


Philip Morris 
Expands Radio, 
Newspaper Drive 


New York, Sept. 17.—Returning 
to the appeal to smokers who “in- 
hale,’ Philip Morris & Co. today 
launched the most extensive news- 
paper campaign for Philip Morris 
cigarets since their introduction in 
1933. 

The campaign will run in more 
than 300 newspapers in 250 cities 
throughout the country until De- 
cember, with copy in full-page, 
1,200 and 600-line sizes. 

Illustrated with a photograph of 
Johnny, the Philip Morris call boy, 
and a package of cigarets, copy is 
captioned, “You can’t help inhaling 
but you can help your throat” and 
continues, “Maybe you don’t know 


/it but some of the time you inhale. 
that | 


Gets Schwarze Electric 


All cigaret smokers do and 
means: more smoke in contact with 
sensitive nose and throat passages, 
more chance of irritation.”” The “to 
you who inhale” theme was fea- 
tured in the Philip Morris spring 
campaign. 

Radio promotion of Philip Morris 
cigarets is also being expanded, 
with the addition of stations to the 
networks carrying “Great Moments 
from Great Plays” and “Crime Doc- 
tor” on CBS, and “Johnny Pre- 
sents” on NBC Red. Biow Company 
is the agency. 


President's Speech Hits 
Record in Listenership 


President Roosevelt spoke to the 
largest American audience ever to 
listen to a speech of any kind 


political or otherwise—when he 
addressed the nation by radio from 
10 to 10:30 p. m. on Sept. 11. 
Among radio set owners inter- 
viewed by Cooperative Analysis of 
Broadcasting, 72.5 per cent reported 


having heard the speech, which 
was aired by all major networks. 
The President’s famous Char- 


lottesville address, broadcast over 
a year ago, attained a rating of 45.5 
per cent. This broadcast was made 
Monday evening, June 10, 1940, 
from 7:15 to 7:38 p.m. Four cam- 
paign addresses by President Roose- 
velt during October and November, 
1940, had an average rating of 37.4 
per cent. 


Fuller Talks to Admen 

Industry, free enterprise, adver- 
tising, selling, and invention will 
lay the ghost of the next depression, 
Walter D. Fuller, president, Na- 
tional Association of Manufacturers 
and head of the Curtis Publishing 
Company, told the Advertising Club 
of Indianapolis Sept. 19. His sub- 
ject was “Prosperity After the 
War.” 


Joins General Tire 
Bill Mason, assistant to | 
head of the New York 
troit office, has been 
rector of public 


sen Etter, 
Times’ De- 
appointed di- 
relations for Gen- 
eral Tire and Rubber Company, 
Akron. Mason will be succeeded in 
the Detroit office by Charles Rob- 
bins, formerly Midwest advertising 
manager for the Wall Street Jour- 
nal, 


— 


Simplified Packages 
Pledged by Distillers 


Representatives of the 
industry 


agement in the defense 
and agreed unanimously on the ; 
cessity of conserving and simplif 
ing packages and bottles. ¥ 


promise was made at the first meet 


ing of the distillers advisory co; 


mittee with the OPM division 
civilian supply. Fancy gift 
holiday cartons will probably 


dropped as part of the program. 
Members of the committee 

Owsley Brown, Brown-Forman D 
tillers Corporation; 
man, Joseph E. Seagram & So: 
Seton Porter, National Distil! 
Products Corporation; Harry Hat 
Hiram Walker-Gooderham & Wo 
Ltd.; Lewis S. Rosenstiel, 
Distillers Corporation; Julian P. \ 
Winkle, Stitzel - Weller Distille 
and Frank L. Wight, Frank L. Wi 
Distilling Company. 


Schwarze Electric Company, A 
rian, Mich., has named Whipple 


Samuel Bror ! 


distilling 
have pledged cooperatio; 
with the Office of Production Ma; 
progran 


Schenley 


x 


¢ 


e 


Black Advertising Company, D»- 
| troit, to direct its account. Dir« 
mail and business papers will 
used. 


EYE’ CATCHERS 


FREE PROOFS! 


SAVE 80% ON 
PICTURE COSTS 


Eve*Catchers brings ve pictures 


HLdCp tie ] 1 t! 


FREE OFFER nd todas 


Catchers Pl lig 


EYE* CATCHERS, Ine. 


10 East 38th Street, New York 
me oem enn 
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—Compact design in a Fluorescent Neon outdoor dealer 


featuring product, trade mark and dealer's name. 
three-way identification—economically, effectively. 


COLONIAL NEON COMPANY 


“THE MARCH OF SIGNS" 


wn 


INC., NORTH BERGEN, * 
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VE 


The rates for this department are as follows: 

Help Wanted,” “Positions Wanted,” “Representatives Wanted,” and 

‘Representatives Available,” 30 cents a line, minimum charge $1 Terms 
with order 

All other classifications (single insertion rates): 1% in., $2.75; 1 to 3 in,, 

$4.75 per inch. 


ADVERTISING DISPLAYS WANTED POSITIONS WANTED 
Mechanical Production ‘Man with 7 
years experience now employed by a 
Will pay cash for back copies of “Ad-| national advertising agency wishes to 
vertising Display Magazine” also advance himself 20 yvears old and 
etions of clippings, photos and) married 
u information pertaining to point-| Box 3482, ADVERTISING AGE, Cheo. 


f irchase displays for my library of kK 
, - . ‘ orvne tna Haperienced advertising ageney indi- 
display information. BILL LUCKEY, : ey , 


Vidual Expert correspondent, typist 

> Ire y . ” aa . 
i oe Bat te te 0., 10205 Mack | general knowledge office routine Re- 
Ave Ss See yond draft age Highest references 


I. ©. Box 823, Tulsa, Okla 
HELP WANTED REPRESENTATIVE: AVAILABLE 


: Can eteiently represent one addi- 
J . : 
Photographic Display Company desires tional trade or class paper in Mid- 


ilert satesman with following and) ogy Experienced and many n 
* . . ‘ le co 
onnections, Excellent opportunity bers 
Salury & Commission. Answer full Box 3458. ADVERTISING AGE. Chu: 
' > ” ’ . 4 ate . . 4 ‘ tt 
letall 


Box 3483, ADVERTISING AGE, N. Y HOUSE ORGANS 


ToL . '—Ee Mr. Sales Manager! 
POSITIONS WANTED Let me show you how to help yeu 
Tough Sales Job Wanted silesmen produce more through a 
Top-flizght sales and ady executive | personalized house-organ You serve 
available account war conditions. Fine | as editor Il do the work Write for 
record selling national mfrs Kast | free samples Kdward Edelstein, 201 
and Mid-West 6 yrs. sales, 10 yrs.| N. Wells St., Chicago, Ilinois Deut 


agency acct. exec, Bb. S. degree born 8557 
Box 3432, ADVERTISING AGE, Chro MISCELLANEOUS 
930 06|Journalism Grad. Phi Beta 


Kappa, now employed in office job : We buy and sell 

with only limited amount of copy- Back Number Magazines 
writing, Wishes to switch to full-time » SHARAN Ss E 
copywriter, learn business. with tt) W. t7th st, NYC. Wai 9-S05s 
agency or large manufacturer. Plenty 

f raw material for a top-notch ad WORLD FAMOLS FIRMS LSE 
vertising man here. 24, married, draft} Bairdset ads for 30 years It Pays 
exempt, enthusiastic, with real crea-| Day and night service, clean proofs, 
tive ability and willing to start at > fast, quality production, ave your 
bottom if good chance for experience, time Ads pull 25° better 
idvancement BAIRD adsetters, 1S Eb. Kinzie 
Box 3471, ADVERTISING AGE, Cheo WHE, 43547 Cheo. 
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admissions 10 


Faces Tax Threat, a. — manufacturers’ excise 


been levied on electric 


( Doughton Hints signs, photographic — equipment, 


commercial washing machines, mu- 


(Continued from Page 1) sical instruments, rubber articles. 
a luggage and optical equipment 
| will be considered.” Rep. Doughton The 


pointed out later that Congress may 
| >» expect another tax bill before the 


measure also creates a spe- 
cial 14-man committee composed of 
the Treasury Secretary, budget di- 
rector and a dozen members of the 
As finally adopted by both houses,| Senate and House tax and appro- 
| the tax measure is essentially that  priations committees. This group 
first adopted by the Senate and sent is to study methods of reducing 
to conference. The House conferees non-defense spending 
receded on most disputed points 
The measure will raise an estimated . 
$3,553,400,000 in new revenue. The Gets Language Institute 
statute raises most old levies and Spanish Teachers Institute, New 
adds a number of new ones York, has named the educational 
Present sales taxes increased in- department of 2. W. Pepper, Inc., 
New York, to handle its account 
clude those on wines and liquors, Newspapers and magazines will b 
iutomobiles, tires and tubes, refrig- | used. 


end of the year. 
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GIBBONS KNOWS CANADA |e 


| J. J. GIBBONS LIMITED - ADVERTISING AGENTS 4 
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Advertising Typography 


is far more than just typesetting... 
It is an art that has been developed 
by advertising designers and typog- 
raphers in the last twenty-five years 
... It is a very definite technique of 
handling that has been developed, 
bounded by basic laws of space, mass, 
and color, a pattern if you please that 
has been found to be most effective 
in creating attention by having fine 
appearance and inviting reading 
by presenting the message in an 
orderly fashion that is easy to read. 


PRINTING 


MEMBER OF ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA 


; FAITHORN CORPORATION 
: Ad-Setting + Engraving + Printing 
sik 500 SHERMAN STREET - CHICAGO 
TELEPHONE WABASH 7820 
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Admen Applaud 


Spread of 2% 
Cash Discount 


(Continued from Page 1) 


the discount, will inaugurate the 
practice and thus support the ad- 
vertising industry as a whole.” 


Applauds Action 


Frederic R. Gamble, managing 
director of the Four A’s, likewise 
applauded the publishers’ action, 
which he termed “important to the 
financial soundness and_ general 
welfare of the advertising busi- 
ness.” 

Mr. Gamble pointed out that the 
cash allowance is not extra reve- 
nue for the agency, since in vir- 
tually every case it is passed on to 
the client, enabling agencies to 
collect promptly and pay media on 
time. He added that the Curtis 
and McGraw-Hill decisions, cou- 
pled with the networks’ acceptance 
of the discount principle, “should 
lead to the adoption of this sound 
policy by all media.” 

“Some 100 newspapers do not 
allow it,” he went on, “as well as 
a great many broadcasting stations, 
the latter having eliminated dis- 
counts in recent years following 
the lead of the networks In the 
newspaper field some 1,700 allow 
cash discount, but the 100 or so not 
allowing it include a number of 
papers of large circulation 

“From time to time there has 
been some discussion of substituting 
one per cent for the standard two 
per cent on account of low money 
rates and higher publishing costs 
This theory has been abandoned 
for several reasons: 1. The gain to 
the medium by cutting to one pei 
cent would be slight; 2. If gener- 
ally followed, it would result in a 
horizontal increase of rates regard- 
less of merit of medium: 3. If not 
generally followed, some publishers 
might go to one per cent, some stay 
at two, and some eliminate the dis- 
count altogether. The result would 
be chaos.” 


Townsend Makes Vermont 


Anniversary Book Possible 


After the state legislature had 
neglected to appropriate funds for 
the 150th anniversary = souvenir 
book of the state of Vermont, 
Townsend Advertising Service, 
Burlington, received authorization 
and sold and produced a 112-page 
book. 

One hundred and eighty Vermont 
companies cooperated with the 
agency in its drive, and 1,000 copies 
of the book rolled off the press just 
four weeks after the agency wi 
authorized by the governor and the 
sesquicentennial cOmmittee to 
undertake its publication 


Pyrex Continues to Sue 
Fair Trade Violators 


Corning Glass Works, Corning, 
N. Y., maker of Pyrex ovenwar« 
and flamewear, has continued it 
drive against consistent violator 
of its price maintenance agreements 
with the awarding of injunction 
igainst 12 New York distributors ir 
Steuben County supreme court. In 
each of the case the defendant 
were enjoined from selling or ad- 
vertising for sale Pyrex products at 
less than the price agreed to, and 
Corning was awarded judgment 
with costs 

These 12 injunctions swell the list 
of such injunctions obtained by the 
company against price maintenance 


contract violators to 77 


Holds Golf Outing 


National Engraving Company, 
Chicago, has held its first golf out- 
ing at the Midwest Golf Club, Hins- 
dale, Ill A dinner followed the 
play, with speeches by company 
executives and awards of prizes. It 
is planned to make the outing an 
annual feature 


Mead Names Browne 

Mead Specialties Company, Chi- 
cago, has named Burton Browne 
Inc... Chicago, to direct its advertis- 
ng Magazines and direct mail 
be used 


Offers Cash Awards 


To stimulate the use of news- 
paper space during National News- 
paper Week, Oct. 1-8, King Fea- 
tures Syndicate has offered prizes 
totaling $500 for the best editorials 
or advertisements on the function 
of a newspaper as a whole, the im- 
portance of wire services, news- 
paper comics as an American insti- 
tution, the mewspaper’s personal 
services to readers such as beauty 
columns, health columns, pattern 
features, and advice departments, 
and the value of news and feature 
photographs Advertisements or 
editorials must be submitted as tear 
sheets to the syndicate, 235 E. 45th 
street, New York, and must be 
mailed not later than Oct. 11. 


Harvey & Howe Adds 3 
Three people have been added 
to the staff of Harvey and Howe, 
publisher of What's New in Home 
Economics. Edward Brett, for- 
merly with the New York Evening 
Journal, has joined the company’s 
Eastern sales staff, Vivian Hewitt 
has joined the home economics ex- 


perimental staff, and James Ken- 7 vs Hitch Your 


dall, formerly of Kendall Displays, 


has been named production man- SALES WA GON 


ager. Malcolm Hart, Jr., formerly T S ’ 

Western sales manager for the com- h 

pany, has been named vice-presi- to CSe x tars. 

dent and assistant general sales , ; , 

manager en. Sen Here is a vital point of contact 
in a big market that runs the 
gamut from internal and external 


Reynolds Raises Dunn transportation equipment to all 
Donald G. Dunn, sales promotion | types of distribution services... 
and advertising manager of Rey- and you can reach it through a 


nolds Metals Company, Richmond, medium read by executives who 
Va., has been named assistant to Inuy 


odie and general sales SHIPPING, HANDLING. 
a. WAREHOUSING and DISTRIBUTION 


Transfers Patzlaftf SERVICES and SUPPLIES 


Walter F. Patzlaff, formerly in Monthly issues are well balanced 
charge of the St. Louis office of editorially, Timely articles deal 


Branham Company, will join the — with every phase of distribution’s 
Chicago staff on Oct. 1 He will be economies a factor that gets 


replaced in St. Louis by Sfbane wide readership ino many depart- 
McCauley, formerly with the Dal ments of the industrial organiza- 
las branch shen. 

Gets Telenews Account job for your client's po 


The Los Angeles office of Cesn: 
& Associates has been named. to 
direct the advertising campaign of CHILTON CO. 
Telenews Theater Organization, Los 100 EAST 42ND ST. 
Angeles Car cards, newspapers NEW YORK. W. Y. 


and spot radio will be used 


Karly in) 19h) GENERAL 
MILLS specified WMBD as a 
VITAL. INDISPENSABLE 
outlet: for a new program. 
“Treasure Island.” advertis- 
ing CHEERILOATS. The 
product was new, the pro- 
gram was new. GENERAL 
MILLS knew that WVMBD. 
“Peoriarea’” is covered effee- 
tively by only HW WBD. 
WVMBD was already carrying 
their program “By Kathleen 
Norris” for Bisquiek and 
Wheaties. 


Here's Why... 


\ special, but impartial coincidental survey showed that 32.47 (the highest 
percentage in this survey) of the tuned-in audience was listening to a WMBD 
sustaining program during the period which GENERAL MILLS was consider- 
ing. Only 18.307 (the second highest percentage) was listening to a competing 
program on a 50.000 watt station. previously considered entirely adequate for 
covering Peoriarea, Pereentages for competing 

newseasts and similar popular features ranged se 

0 
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from 9.5% down. Want to : 
FREE & 


check this against YOUR 
National schedule? We'll 


a 


% ) | PETERS, Ive. 
gladly -end details. i | Po nine National 
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PEORIA, ILLINOIS. 
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Erie Dispatch. Fifty-three years | 


John J. Mead, Sr., | ago, following a strike, he and a 
Publisher ‘Erie | group of other printers started the 
a 


Erie Times. As the years went by, 

4 ‘ s Mr. Mead gradually bought out the 
Times, Killed interests of his associates until he 
Erie, Pa., Sept. 16.—Crushed by became sole owner of the news- 


THIS WEEK 


Index of Retail Activity in 
84 Important Markets 


Based on total retail advertising volume in all newspapers 


a truck as he approached his home, | P#P*?: oh (Copyright, 1941, by Advertising Publications, Inc.) 
John J. Mead, Sr., publisher of the 
Erie Daily Times, was killed in- FREDERIC J. SUHR —_ 
stantly Sept. 15. He was 78 years) New York, Sept. 16.—Frederic J. | | | SUPER REREREEE | | Litt tT] 
old. The publisher had left his Suhr, vice-president and art direc- ry | WEEK BY WEEK VARIATION SHOWN HERE | 1] 
newspaper office only a short time| tor of Briggs & Varley, died last rT TITT | 
before. weekend at his home here after +20 ‘ . ae ae Be mk + 
After spending his early years in| an illness of several months. He +15 / — t + 
Corry, Pa., Mr. Mead came to this, Was 52 years old. +10 | i 1 jj | } 
city as a young man and obtained| An outstanding figure in the field ” 7, 1 TN A | 
employment as a printer on the old of advertising art, Mr. Suhr wa: | f | / 7 — ] | | 
known to have assisted many be-| |LASTYEARH> ) t TT 
| ginners to gain a foothold. He was -$ + } rT } + 
a founder and first president of the -0 +44 apa \ | 
| Art Directors Club and, when h« -1§ 4 | Smee | 2s | 
resigned, received an unusual tri- ~~ ; REPS a | 
bute in the form of a book of origi- an 1 
nal studies by some of the country’: | —< rr 
most famous commercial artists. 5 ; : ; ~ = 
Mr. Suhr was formerly associatec JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER 
with the George Batten Company. : 


Lord & Thomas and Lennen & 
Mitchell. He was also well known 


% Gain | Gain 
as an industrial designer. 37-Week 37-Week 37-Week or Loss. or Loss 
ade Period Period Period 194i 1941 Week Week % Gain 
Ended Ended Ended over over Iended Ended 0 
Sept. 16,1939 Sept. 14,194C€ Sept. 13, 1941 1939 1940 Sept. 14, 1940 Sept. 13, 1941 Loss 
] t oat } ‘ sept. 
Houston, Texas, Sept. 15.—John rc 7 aeons rete egy grey t t ' = Sane ty ots 7 = | 
" on é % 7, ™ aneeawvenueee , Bd, de a, yhe Oy 7,3. —9.5 - i. 3,824 ,o92 + ey | 
a 7 McComb, formerly advertising mMan- |iatianta. Ga 12.006. 668 10.521 364 si 363.132 a 
This is what you ll get after : 2 “ a, Sue e680 eee “; sg ) nhagp @l,e ° s s e-° ee eee eee OO0O,10S i jj $jcaeevee . tas 
tenet ‘Yon’ ' ager of the San Antonio Exrpress| Baltimore, Md. ........ 14,996,799 15,347,156 16,479,354 + 9.9 +7.4 460,432 490,000 4 ' 
you've got us. You'll even get land Evening News and more re-| Birmingham, Ala. .... 9,134,560 9,835,576 10,345,577 + 13.3 + 5.2 323,540 263,032 3.7 tas 
lots more than this. We've one . g Mn, . : — a —— md ‘ nhac en 
newspaper user (of our O.A.P.) cently associated with the advertis- by on — ee aaa ; ee os epee = prs ot + ee se benre ryt Pay — 
. paren 2 ridgeport, Conn. .... 6,790,286 7,055,136 7,039,076 +11.0 + 6.9 231,392 239,204 4 
(our plan to help newspapers ing department of the Houston) pigaiy, nN’ y...... -.. 10,969,345 10,285,833 11,295,167 + 3.0 +98 371,842 367,372 ; 
sell MORE local linage) that Chronicle, died here Sept. 8 follow-|Gamaden, N. J......... 2909.37 3.708.439 3,572,425 122.8 —3.7 119,218 119.581 ” 
sold three new local linage ac- ing an operation. He was 64 at the| Cedar Rapids, la....... 3,504,030 3,318,350 3,468,724 1.0 4.5 85,946 92,610 8 
counts in one day. We've an- time of his death. Burial was in! Charleston, W. Va... 7, 7.025.446 7.460.439 6.0 $6.2 215,502 — 196.658 g 
other newspaper user who says ¥ : |Chicago, Ill. ...... 19,558,247 20,116,320 0.6 + 2.9 652,046 621,993 6 
pape! r } San Antonio. ——— 
we made the first distinct con- < — | Cincinnati, O 11,322,626 12,008,983 + 12.2 + 6.1 $56,321 376,404 15.6 
= tribution to newspaper welfare © WARD J Cc ieee , rie +> ae oa + 8.0 } ." 384,959 414,028 +- 7.6 
. eee y i ‘ks! We @ | ED AENE KE } Columbus, ©, 9,171,02 9,30 2 + 2.6 + 4 251,101 253,833 + 1.1 
m in a generation. Aw, shucks! We § - ee = oeegron 2 
e got a snooty nose because a New . Ocean Grove, N. J., Sept. 15.— oe a 13 97,975 14.129. + 2.8 LO.9 $41,806 436.695 i2 
, : " : . ’ - , : Javenport, la. 6,574,373 6,779,710 + 5.1 + 3.1 198,310 218,148 + 10.0 
2 a man _ . ap Bey n he |Edward Jaenecke, president of the|payton. 0 ....... 4.688.840 10,720,199 L119 1 10.6 302,232 320.600 61 
j, Seas Cur mus Be i that he was wi | former Jaenecke Printing Ink Com-| Denver, Colo. ....... 42 5,940,248 6,207,437 1.8 + 4.5 191,944 171,690 10.6 
4 Shangri re WORDT — < | pany; Newark, died recently in| Des Moines, Ia......... 4,426,107 4,658,762 1,508,296 + 1.9 3.2 136,835 7 250,993 + 83.4 
wnt aa. » om Mithki . mig mits Detroit, Mich. ........ 13,694,551 14,362,037 15,514,804 + 13.3 8.0 551,135 528,901 1.0 
2 our secretary savs you haven't z Fitkin Memorial Hospital. He El Pas aw 7 949 279 7 ane : 99% 59 - = 9 986 201 276 : 
= ’ : x , | was 8S 2 aso, Tex.......... 4,299,352 7,409,486 7,993,525 + 9.5 + 7.9 182,966 201,376 +101 
written for our BIG red descrip- a was 60. SS eee ; 6,685,420 6,475,308 6,713,156 + 0.4 L237 187,726 190,540 Ls 
tive brochure. s enmnen Evansville, Ind. ....... 8,450,246 8,433,067 9,386,628 11.1 $11.3 258,804 275,814 6.6 
. = | ° Fall River, Mass..... 2,360,119 2,407,412 2,616,365 + 10.9 8.7 70,601 72.385 2.5 
= = — - — - —— = 
t OREN ARBOGUST > Names Moser & Cotins oS OS See 6,103,636 6,192,536 6,441,806 + 5.5 + 4.0 199,892 184,842 7.5 
- ADVERTISING a Comstock Canning Corporation,| Fert Wayne, Ind......  7,379,77 7,643,847 7 + 3.0 0.6 212,142 203,455 4.1 id 
P “free ae ae ‘ cay Gary, Ind Sas nies 4,151,176 $471,654 i + 13.2 tl 146,047 162,373 + 11,2 
Thirty N. Michigan aw | Newark, N. Y., has named Moser & | ""* * s newesee pe oveee 4 “ ° 1 46,04 2,37 2 
= pm Aves w | Cotins, Utica, to direct its advertis- p mono Lge a Bes peat - tye °, oy + 7.1 337,080 SPs, 586 8.6 
- 4 : ~ : iree » 4 +" 572,$ », 103,04 ¥ + 17.5 1. fi 5,8 7,2 5.§ 
5 # \ing. Hugo Glaesser is account ex- | - “thee I sedi Sa Paes ; dal _ 145,819 907,342 | 4 
4 TO HELP NEWSPAPERS TO ecutive. Houston, Tex, ..... 12,059,044 13,218,238 13, + 13.4 + 3.5 135,276 493,948 7.7 
Huntington, W. Va »,478,773 726.122 6, 410.8 6.0 145,301 152,940 5.3 
Indianapolis, Ind. ..... 11,464,318 12,343,921 13, + 15.0 + 6.8 $81,878 412,692 +3.1 
Jacksonville, Fla i 6,418,394 6,770,680 7, + 11.6 +58 193,830 184,142 9 
7K sereey City, BM. Bisa cca. 1,465,37: 1,481,378 1,5 $2.9 + 1.8 50,279 41,383 17.7 
Kansas City, Kan 1,829,995 2,113,426 1, + 4.0 10.0 58,723 54,061. 7.9 
Knoxville, Tenn : . TASB R95 7 2,212 7,522,13 Log +-2.3 207,466 217,252 + 4.7 
re | Little Rock, Ark. ; 6,456,479 781, 7,064.97 “4 1. 4.9 194.012 199,108 +. 2.6 
|} Los Angeles, Cal .. 17,453,418 16,751,948 16,993.05 26 +14 580,090 582,489 LO4 
| Louisville, Ky. ....... 10,035,466 10,158,227 10,753,6 7.2 5.9 327 337.990 +-3.3 
‘2 $27,144 337, 
| ) | Lynn, Mass Peyrr > RS7.N82 6.124.309 64! 93 5 | ~ 979.2998 172.774 wT; 
Manchester, N. H... 3,215,889 2,548,930 9.5 20.8 >. 80.404 76.034 5.4 
| ‘Memphis, Tenn ne . 8,311,708 9,035,264 9,23 ‘. 01:3 2.9 230,328 263.620 + 14.5 
Miami Fla ionwe 9,255,335 10,000,013 9,6 + 4.5 3.3 213,184 215,852 + 1.3 
w® CESTE Milwaukee, Wis. .... 9,827,753 10,702,600 11,71: + 19.2 + 9.4 351,146 422,261 + 20.3 
Minneapolis, Minn. ... 9,794,682 &,607,608 8,743.2: 10.7 ~+1.6 964.876 278.914 +5.5 
Moline-Rock Island, Ill 5,830,878 5.870.908 6,25 7.3 + 6.6 169,624 176.274 3.9 
1% g RKERS aera rad ta Bee 1,898,579 1,636,616 , 2 + 46.2 + 69.6 45.533 85,156 + 87.0 
|New Bedford, Mass.. 2,181,592 2,360,526 2,6 2 + 21.2 + 12.0 70,910 66,108 6.8 
New Haven, Comnn..... 6,410,810 6,674,780 6,! + 7.8 + 3.6 205.898 194.586 5.5 
| — pes _ 7 — . @ 
: ¢ |New Orleans, La....... 13,562,340 14,013,522 13, +- 2.3 1.0 435,838 395,179 1.3 
Worcester Manufacturing Employees’ | vw York. N.Y... 40,125,920 40,357,235 39, 0.6 1.2 1,506,023 1,379,677 a4 
average weekly earnings in June were | Brooklyn, N. Y........ 2,733,072 2,422,567 2, 9.6 + 2.0 87,575 82,830 5.4 
. ERGs CO ives sedses 6,662,824 7,127,872 # + 13.6 + 6.0 207,486 218,106 J 
$37.78 — topping by 33.35 per cent Oakland, Cal. ......... 5,439,674 6,084,565 6, + 18.8 + 6.2 204,262 196,929 1.6 
the Massachusetts state average of | Oklahoma City, Okla... 6,312,628 5,491,850 5,948,15 —5.8 +8.3. 163,758 149,030 1.0 
Py ° ° ahe Ne 7 a7 « Ded * . ro 1 
$28.33, which is described by the |{)"A0is Nebo coscssss. 4,048,738 = 4,140,971 4,199,302 3.7 +14 = 103,163 114,653 +11. 
: eoria, Wh. oo... seen eee 7,444,717 8,092,183 8, + 3.3 + 7.8 265,258 238,896 9.9 
State Dept. of Labor & Industries as | Mhiladelphia, Pa. ..... 18,855,582 19,658,339 20,77 10.2 15.7 673,900 717,102 6.4 
. ‘ Phoenix, Ariz. ........ 5,145,966 5,660,816 b225 +2 > 32.3 7 ; 0.8 
“greater than at any time since these heme | tie a erase 6, 21.0 10 _ 162344 179.816 Ds 
: a sourgn, Pa. ......+ 13,953,338 965,348 15, -S.0 3.5 431,704 459,718 6.5 
surveys were first undertaken in | Portland, Ore. ........ 8,718,215 7,876,326 8. £05 +112 239-708 264.502 10.3 
”“ Providence, R. IL...... 8,173,796 8,019,276 8, OR 0.9 999 4338 991.020 0.9 
September 1922". MORGING, PR. cincessas 6,957,851 7'282°301 7,5 + 8.8 + 4.0 203,182 200°314 1 
Richmond, Va. ...... z 8,944,060 8,997,156 8,757,000 2.1 af ,9 280,182 277,802 9 
Rochester, N. Y........ 10,467,435 10,639,133 _ 11,135,107 ~ +64 +4.7 &4840,984 342,691 0.: 
SIX MONTHS AVERAGE — $35.42 Rockford, Ill. ........ 5,578,808 5,939,248 6,570,106 +17.8 $10.6 169,512 168,252 0.8 
Sacramento, Cal. ...... 5,843,866 5,658,509 6,030,362 + 3.2 + 6.6 189,952 184,800 2.7 
Average weekly earnings, first six months of 1941, as reported by | .\" Antonio, Tex.... 6,041,579 5,266,837 6,070,549 $20.4 $15.3 169,135 182,385 7.8 
San Diego, Cal.... , 9,129,181 8.208.452 8,605,552 5.7 + 4.8 920.724 935.186 4 
State Dept. of Labor & Industries and U. o Dept. of Labor: San Francisco, Cal..... 11,049,915 10,406,536 _ 10,574,463 43 +16 £331,307 _ ~ 307.704 7.1 
Seattle, Wash aaee 7,984,702 8,234,560 8,697,630 +89 +5.6 259,644 291,564 le 
United States : . . $29.49 South Bend, Ind... 3,684,287 3,689,287 4,244,598 + 15.2 + 15.1 110,935 144,514 ).3 
E : Spokane, Wash 4,659,052 4,512,946 4,421,838 = 20 145.082 112.896 22.2 
oS Massachusetts ° e . $26.67 a _tauls, Mo. seseees 12,447,120 12,637,765 - 12,465,845 +-0.2 1.4 377.855 371,485 I 
a Me, POU, MARR cciiens 7,444,218 7,355,001 7,137,618 —41 —3.0 254,155 225.703 11.2 
ee WORCESTER... $35.42 ‘Syracuse, N. Y......... 7,483,476 5,006,253 6,664,330 11.0 433.1 182,140 166,733 8.5 
, s caceme, Week. ....... 4.410.790 4,574,294 1.776.097 +8.3 44 150.122 153.342 +2 
PON, FP asp evssess 4,670,918 5,470,768 5,578,982 +19.4 + 2.0 106,078 168,014 58.4 
Worcester exceeds Massachusetts average by 32.8 per cent, | Terento. Ont, Can... 11,298,752 10,432,301 11,245,067 —0.5 +78 286.782 317.559 +107 
| the U. S. average by 20.1 per cent. Troy, ih res 3,048,520 2.958.494 3,233,078 $61 +93 ° &«4»103,460 100,954 3.8 p 
rang ulsa, Okla. .......... 6,258,624 6,570,836 6,769,225 +8.2 + 3.0 211,414 179,719 | 
j W ashington, D. C...... 22,251,513 23,528,890 23,905,941 47.4 41.6 743.963 721.761 
Youngstown, O. ....... 5,292,528 5.789.957 6,395,915 + 20.8 +10.5 166,285 192,388 . 
Cultivate this rich industria! market through The Telegram-Gazette —_—_—_—_-  ——. : 
en de cetwine cane d 690,067.17 696.997 6299 “97 47 2° rs - oo =e 99 01 é 
: ' : D 2 T 1 ; 174 96,297,622 727,674,432 +5.4 + 4.5 22,556,188 22,108,001 . 
which blankets the Worcester Market with a circulation of more than | ———— enna ctetlienibin eR sak te ee _ 
128,000 average net paid daily. Population: City 193,694. City and | 1 Atlanta Georgian and Sunday American ceased issye Jan. 1, 1940, containing 428,848 line ad- J 
Retail Zone 440,770 publication Dee. 17, 1939 Figures not included in vertising mdi- I 
° 4 " totals : > Syracuse Journal published 100th Annivers ~ o 
#4 5 Moweday launched Sept. 8, 1946. tion March 20, 1939, containing 216,027 line as 
; 3 San Diego Sun suspended publication Nov. 25, 1939 vertising 
4 Commercial Appeal published 328-page Centennial 
a — ie 
= Th TELEGRAM -GAZETTE 
is 
ee WORCESTER MASSACHUSETTS _ R. H. Johnston Advanced 
' # = Ceorce F. Boorn, Publishs4- : : Robert H. Johnston, formerly LATIN AMERI Cc A MAILING Li 
a “ ‘ a ehic's ; P ‘ P : 
OCK and ASSOCIATES NATIONAL REPRESENTATI circulation manager of American SEND DOR URES CATALOG. 
) ' ESENT Exporter, New York, has been pro. | (bie wr ea iad 
RADIO STATION WTAG egal dhe » has been pro-| PME aGmeiat 3 NEW 
‘ moted to assistant general manager. = 
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Advertising i in the Test Stage 


Pro-phy-lac-tic STRESSES THRIFT 


Tests Thrift Theme 
for Tooth Powder 


Florence, Mass., Sept. 19.—Test- 
ing a new copy appeal, Pro-phy- 
lac-tic tooth powder, made by Pro- 
phy-lac-tic Brush Company, has 
been proceeding quietly since the 
beginning of June employing news- 
paper advertisements in four cities. | 
Previously, the company had capi-| 
talized on an ADA seal. | 


ELECTRIC FAN 


(THs DENTIFRICE WILL PAY FOR IT*) 


Carries Guarantee 


A DENTIFRICE TREAT YOU 
TO AM ELECTRIC FAN? 


Certainly! Here's bow: A years mpply 


‘opy appeal for the new product 
is economy, capitalizing on such | 
a catchy theme as “Treat yourself 
to an electric fan (your dentifrice | 
will pay for it),” and going on to 
explain that the estimated savings | 
from Pro-phy-lac-tic’s use amount 
to $2.50 in a year’s time. A copy 
box also proclaims that the price 
for two four and one-half ounce 
cans is 39 cents; a single can selling 
for 23 cents. Taste comes in for 


SAVE YOURSELF $2.50 
PER YEAR WITH 


Pro-phy-lac-tic 


Thrift Tooth Powder 


supply— cost 39. That meant you pay 

i per year +» yom save more 
than $2.50 — which you can spend 
as you please! 


dere's a chance to give your pocket book 
« treat and give yourself « new taste 
thrill et the same time! This delightful, 


Powder and see for yourself if you 
do not prefer its clean, fresh flavor 
and thorough cleansing abulty. It's 


9 tasty dentifrice nice little sale at al! drug st and todet 
mention, and the copy says “Here’s | canersbteysseeddadianlypay. goods counee Ont eome today! 
a chance to give your pocketbook | Sie" cieemoon. So tasty! So tingly! | 
treat © d iv , “co . xt ing ability, because it is made by the — 

a treat and give yourself a new Senge ey owl Se a 
taste thrill at the same time! . . So | Tooth Brusp... and carries the same 

all . ” "i liberal guarantee which is beck of the 
tasty So tingly! Much is also | brush itecl—“Guarantesd to satisty 


or your money back.” 
Why not try Pro-phy-lac-tic Tooth 


Cassar waseaqi 
Bea kiagus Ad Vian 
Way back in 60 B. C. he advertised | 
doings of the Roman senate on 
specially constructed bulletin boards 


He would have thrilled at today's 
better offset produced by Roto-Lith. | 


| Pro-phy-lac-tic TOOTH POWDER | 


Mode by the Makers of the famous Pro-phy-lac-tic Tooth Brust 


: : eal 


201 N. WELLS ST. CHICAGO. eaten Bk A 
ro-phy-lac-tic Brus ompany empha- 
DEA.85S57 + HEM.22II. | sizes a thrift appeal in New England 
newspaper copy for Pro-phy-lac-tic tooth 

powder. 


| made of its relationship to the tooth 
| brush, and copy promises the same | 


Orlando, Fla. guarantee — “Guaranteed to satisfy | 


i 54 _alalal al | or your money back.” 
F _— | Twice weekly, 300-line insertions 
oe lare appearing in Pittsfield, Mass., | 
lf N. Y. Had s and Raleigh, N. C.; in North Adams, 
Mass., and Columbia, S. C., 100-line 
Our Per Capita insertions run three times weekly. 
Wealth, 
N. Y. Would f 
15 Times As 


The Pro-phy-lac-tic Brush Com- | 
pany is a subsidiary of the Lambert | 
Company, New York, maker of Lis- 
terine tooth paste and powder and | 
it is recalled that Lambert used a | 
| similar appeal in a 
Listerine in the 1920's. 


CIGAR INSTITUTE 
IN PROMOTION TEST 


L eamoe of a small promotional folder tell- 

Che Sentinel-Star 

 THEIS G SIMPSON 
Lexington Ave., N. Y. 


ing is being tested by the Cigar 
Institute of America in New York, 

Chicago and Pittsburgh. The liter- | 
ature makes the organization’s first 
direct approach to consumers since 
it was formed last January by lead- 
'ing cigar makers to conduct a four- 


I'm available any time now, 
and it is certain | can prove 
my worth to an advertising 
agency or an advertising de- 
partment for these simple rea- 
sons: 


1. 7 years experience of production 
with an advertismg agency with na- 
tional recognition. 


2. 29 years old, married, and (I 


PRODUCTION am told) of a stable and steady dis- 
position. 
MAN 3. 1 wish to advance myself. Being 


second in command in my depart- 
ment, and my superior young and 
healthy, would indicate a change is 
the logical solution. 


4. I have the will for work and re- 
sponsibility. 


Box 3481, Advertising Age, Chicago. 


(My present employer has approved this ad.) 


TREAT YOURSELF TO AN | sumer 


| creasingly 


| pipe users. 


| Fidler, 


campaign for | 


ing of the pleasures of cigar smok- | 


! 
| year educational campaign (ADVER- | 


TISING AGE, Jan. 6). 


Up to the present time, the Insti- | 


| tute has concentrated its attention 
lon dealer merchandising problems. 
| Later on it is expected that con- 
advertising will play an in- 
important role in the 
program. Bert M. Nussbaum, vice- 
president, Lambert & Feasley, is 
directing the cooperative project. 
The new folder is being dis- 


tributed through selected retail out- 
jlets in 


the three cities. If the 
test proves successful it will be 
extended nationally. The folder 
recommends the addition of after- 
dinner cigars as “a perfectly bal- 
aced smoking diet” for cigaret and 
In addition to stressing 
the enjoyment of cigar smoking, 
copy strongly urges consumers to 
use the expert knowledge of deal- 
ers in making cigar selections. The 
folder is illustrated by cartoons by 


Soglow. 

Cigar sales thus far this year are 
said to be considerably ahead of 
ast year 


CBS Issues 


‘Statement on 


| Fidler Charges 


Washington, Sept. 18.- 


Hollywood 


Jimmie 
newspaper and 
radio commentator, testified before 
the Senate committee investigating 
radio and newspaper propaganda 
that his criticism was rigidly pro- 
scribed by networks: at least two 
bells for a “B” picture, at least 
three bells for an “A.” He further 
stated that when his criticism was 
unpleasing to the film’ industry, 
pressure was applied to the Los 
Angeles Times, in which his column 
appears, to have it withdrawn. 
This the Times refused to do, and 
Mr. Fidler asserts that movie ad- 
vertising was taken out of the 
paper, to the Times’ detriment. He 
further stated that he had _ been 
approached by representatives of 


movie companies asking that he 
give favorable reviews of films over 


the air “for a consideration”; this, 


| the columnist says, he refused to do. 


Columbia Broadcasting System, 
from whose network Mr. Fidler re- 


|} cently departed to conduct his pro- 
| gram over 


Mutual for Tayton cos- 
metics, (ADVERTISING AGE, Sept. 1) 
promptly issued a statement that it 
had been beset by legal difficulties 
and dangers so long as Mr. 
was on the air “because of Fidler’s 
| desire to destroy values and reputa- 
|tions in order to build up a big 
audience to which his sponsor could 
|advertise ... he was trying to get 


| over into the realm of controversy 
New York, Sept. 18.—Distribution | @9d Columbia does not sell time for 
discussion of contro- | 


the one-sided 
versial issues; it gives time free, in 
|order to maintain discussion of all 
sides. Columbia is well satisfied 
_ that CBS and Fidler have parted 
company and does not believe that 


public with a false issue of free 
speech.” 
| Mr. Fidler answered part of the 


statement by saying that he per- 
/sonally bore the financial and legal 
|responsibility of his program. In 
|answer to questions by the com- 
mittee, the commentator said he 
| would not favor any censorship of | 
| his program. 


Silex Reverses Trend 


| Silex Company, Hartford, Conn., 
has released its new Victory mode] 
coffee maker, which reverses the 
rising price trend by selling at a 
lower price, $2.45. The company 
sees no priority interference for its | 
new model and will provide numer- 
ous dealer aids as well as a national 
newspaper and magazine campaign 
for its promotion. 


Noyes Succeeds Davidson | 


| Norman Noyes has been named | 


Hollywood NBC spot sales account | 


executive to succeed Walter David- 
|'son, who resigned to become sales 


Fidler will succeed in deceiving the | 


| program 
| 


| waiting attention. 


Fidler | 


| 


| 


| 


manager for station KMPC, Bev-| 


lerly Hills. 
| 


To Hold Packaging Meet 


Packaging Institute, New York, 
| will hold its annual convention at 
| the Westchester Country Club, Rye, 
iN. Y., Oct. 16-17. 


Senate Posses aa vere Credit 
ohn E. Beahn returns to 


Bill Revising ices ania 
Trademark Law 


ager. 
(Continued from Page 1) 

mittee. It never emerged but was 
reintroduced this session. Mean- 
while, there has been no action from 
the House patents committee. 
Awaiting attention there is the 1941 
version of the Lanham bill, which 
differs from the measure passed by or 
the Senate this week in that it con- 


Ameri- 
Company, 
promotion man- 


ATTRACTIVE 
OFFICE SPACE 

for Advertising Agency 

Art Studio 


‘ Splendid location: Second floor 
tains a number of amendments sug- corner space with windows fa¢ 
gested by a committee representing hin 2 nergy Avenue and 
‘ — . ee ee ° 7 ho treet, LOSO square teet | 
a number of interested groups. Attractive reception room with 
, heautiful marble walls and tile 
Contain Disputed Section floors. Four private offices, each 
é walnut panelled and fully 
Both the Senate-approved bill equipped with venetian blinds | 
A . nd . i it iwhting 
and its counterpart in the House and modern indirect lighting 
: hixtures; store room and lava | 
contain the section which some tory. $150.00 per month 
trade association groups fear will | | 
; ; Inspection invited | | 
make advertising agencies, media, “ 
r. Cord s q 
printers and packing concerns liable a am Sore 


for civil action if they publish or | LAKE SHORE BANK BUILDING 

; . Michigan Ave. & Ohio St. } 
promote an allegedly infringing | Chicago, Ilinois 
trademark. This provision is in- | 


tended to protect the rights of trade- | _— - 


mark owners against infringement | 
(Conveniently 


but is worded so as to make inno- 
LOCATED 


cent parties liable to prosecution. | 
It reads, in part: “Any person who | 
shall reproduce, counterfeit, 
copy or colorably imitate any (in- 
fringing) mark .. . or apply such 
reproduction .. . to labels, signs, | 


prints, packages, wrappers, recep- | 


of Southern Friendliness 
tacles, or advertisements .. . shall | 


be liable in a civil action.” | ¥ Tee ANSLEY © arvanta, Ga. 


Despite Senate passage, there are *% The TUTWILER + BiRMiNGHAM, ALA. 


no indications of early 


the House side Rep. Charles 

» Tte 0. ° 

Kramer is the committee chairman, 4 Whe ©. GENRY » cneenenens, ui. C. 
but he has consistently left direc- | # The JEFFERSON DAVIS + monTGomeRy, ALA. 


tion of trademark matters to Rep. | te The SAVANNAH * SAVANNAH, Ga. 


Fritz G. Lanhi sec -Vi 5 
ritz G I inham, second-ranking | te The ST. CHARLES + wew onLeans, LA. 
member of the committee and spon- | 


sor of trademark legislation. 

Rep. Lanham has other duties | The Dinkler Hotels are modern 

} ° 

which are expected to keep him in every respect and are con- 
from pushing trademark mg apr eereng veniently located on the prin- 
for some time to come He is chair- | cipal highways in the South. 
man of the public buildings and 
grounds committee, which began 


what promises to be a lengthy in- 
vestigation of the defense housing | 

today, and which 
number of other pressing 


DINKLER HOTELS 


has a 
matters 


CARLING DINKLER, PRES.& GEN.MGA. 


3000 ROOMS in SOUTHERN HOTELS 


HEADQUARTERS for 
ADVERTISING 


SERVICE BUREAU 


a accurate accounting and statistical reports which 
you require are quickly available by employing the 
International Business Machines Service Bureau. 


Through the medium of punched cards and Electric 
Punched Card Accounting Machines, this Bureau will 
furnish Inventory Reports, Sales and Cost Records, 
Payroll Records, and many others. 


Branches of this Bureau, manned with expert opera- 
tors and supervisors, are located in principal cities. 
They will cooperate with you on a time or complete- 
job basis. Strict confidence, of course, is an underlying 
principle. Call your nearest International representa- 
tive for complete information, or write direct to 
International Business Machines Corporation, 590 


Madison Avenue, New York, N. Y. 


INTERNATIONAL BUSINESS MACHINES CORPORATION 


; eo 


attention on | 4 The ANDREW JACKSON + NASHVILLE, TENN. 
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Rejoins Cream City 


Lloyd R. Mueller has 
Cream City Outdoor 
Company, Milwaukee. 


rejoined 
Advertising 


(“tetle (eo 


To cover this prosperous 


FCC Newspaper 
Radio Hearings 
Recess Again 


Kansas City Star, and Emile J. 
Gough, former general manager of 
Hearst Radio, Inc., testified against 
adoption of an FCC policy to bar 
the press from radio. Both said the 
effect of newspaper participation in 
broadcasting has been beneficial 
rather than harmful. 


Many Hearst Executives 


Mr. Gough, now an Official of 


general manager of Hearst Radio, 
Charles B. McCabe, Hearst Radio 
president and publisher of the New 
York Mirror, and Harold C. Burke, 
manager of station WBAL, Balti- 
more, were the witnesses. They 
served to get more documents in the 
record and to explain the corporate 
arrangement between the four re- 
maining stations of the chain and 


———— 


Rosenwald Takes 
Post as Director 
of Simplification 


" . ; the newspaper empire. 
Ameri Washington, D. C., Sept. 18.— | Sesac, Inc., the music concern, oc- Pas Nelson Sounds D ea th 
erican Market, USE— iaeaak a tin 2 om a af - 
ones “y Federal Communications Commis- | cupied the stand for the better part K \| f F H | | - N 
arte ise sion efforts to build up a case|of a day, while the commission nel o ri $j ew 


ILUSTRADO 


Most up to date Latin 
American Illustrated Weekly 


ALL AMERICAN NEWSPAPERS, Rep. Inc. 


against newspaper ownership of 
broadcasting facilities appeared to 
have backfired this week when 
hearings were resumed after a six- 
week recess. After two days of 
hearings were recessed 
again until Sept. 24. 


sessions, 


counsel added to the record dozens 
of letters, telegrams and memo- 
randums taken from Hearst files. 
Mr. Gough was with the Hearst or- 
ganization for a quarter-century, 
and directed Hearst radio activities 
until late in 1937. 


McGillvra Adds Two 


Joseph Spadea and Allen R. 
Koehler have joined Joseph Her- 
shey McGillvra as account execu- 
tives for the Middle West, with 
headquarters in Chicago. Mr. 
Spadea was formerly Detroit man- 
ager for Edward Petry & Co. and 


Elliott Group Formed 


Washington, D. C., Sept. 18.— A] 
though the “broad, detailed « 
paign” to eliminate waste whic} 
Donald Nelson, executive director 
of the Supply Priorities and Al] 


420 Lexington Avenue, New York Two commission-called witnesses, Several other 


Hearst executives Mr. Koehler was on the sales staff 
Roy Roberts, managing editor of the | also testified. E. 


M. Stoer, present of Station WTMJ, Milwaukee. 


tion Board, told the National Re taj] 
Dry Goods Association would be re. 
leased “in a few days” has not yet 
been revealed, the campaign for - 
simplification of lines and elim 
tion of waste moved forward this 
week with appointment of Lessing 
J. Rosenwald as director of OPM’s 
defense conservation bureau, ind 
| the selection of a third advisory 
| panel to work with Harriet Elliott's 
| consumer division. 

| Mr. Rosenwald’s job is to initiate 
simplification measures and direct 
| waste collection campaigns, while 
| the new advisory panel is supposed 
| to explore methods of advising the 
public on quality changes in con- 
| sumer goods resulting from substi- 
increase and product 
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| tutions, cost 
| simplification. 
| The two panels previously created 
by Miss Elliott last month have held 
one meeting, and a second meeting 
is planned later this week with 
members of the new group in at- 
tendance. The original panels in- 
cluded representatives of product- 
testing concerns and _ institutional 
purchasing agents. The newly- 
appoined group, officially termed 
the Consumer Goods Distribution 
and Use Panel, will join the others 
in consulting with OPA on stand- 
ards, grade and quality identifying 
labels. 


Included on Panel 
The new panel includes F. § 
Blanchard, Pacific Mills; Roger Wol- 
cott, National Consumer-Retaile 
Council; Murray Lincoln, Coopera- 
| tive League of the USA; Lansing P 


Ve 


pe. attest ry, 8 : Shields, Grand Union Company 
‘ yee A hee a\ Far igatt yu ~ : aitet; not ad sai wear te * | Harold Brightman, L. Bamberger & 
Paes akc AS ROR + is! ; Si an Mees: | CO. Edward L. Greene, National 


Better Business Bureau; C. E. Me- 
Carthy, Allied Purchasing Corpora- 
tion; Mrs. Harriet R. Howe, Ameri- 
can Home Economics Association 
Faith Williams, cost of living divi- 
, if maperss % \|sion, Department of Labor; Bruce 
i > at LAER LO ere WEST weeny fi ee BR espa: ge > ” & | MacLeish, Carson, Pirie Scott & Co 
r ON wait oF Robi Sons tN AB age “e be and Mrs. Patrick Henry Adams 
ae eh Maplewood, N. J., consumer leader 
eR. 


Adds Bob Lee Kidd 

Bob Lee Kidd, for the past fou 
years advertising manager of th 
Times-Democrat, Altus, Okla., has 


ett , i i t _ 
iy xeen named advertising manage! 
rf A . PLANS . > 
; Bova th) SO and assistant manager of the Re- 
EERE = piaaer - , The 
Pails sy) OO . view-Courier, Alva, Okla. He suc- din 
ASR aah ee Rey Lage, > . . mars inn 
$e pr a ceeds Gene Swank, now busines tain 
} . ia 
manager of the Daily News, Ana- 3 
rn 
darko, Okla. we 
direct 
Dade 


_ permits spot_budgeting 
to fit each market's volume! 


‘ 
More money ‘of 
the HOT SPOTS 
‘ 
U 
‘ 


Local merchants watch advertising dollars care- 
fully — spend only where returns are certain and 
prompt. Throughout the entire Tri-City area, WTRY 
is the preferred station of local advertisers — with 
the total number of clients remarkably equal in all 


three cities! , 
wasted on 
the DEAD SPOTS 
1000 WATTS 980 KC Here is convincing testimony that for effective ; 
coverage and increased sales WTRY is your best ; 


attention for 


station-buy in this, the 23rd major market in the U.S. nan nets 


TROY, N.Y. 
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BAD WORD MAN LAUNCHES NATIONAL CAMPAIGN 


REVIEW OF 
THE WEEK 


SUCH A LITTLE THING TO LOOK FOR 


This caricature was made from a ball of 
twine, cardboard, an old hat and some 
ingenuity by the photographic depart- 
ment of Murray Collens, Advertising 

Photography, New York. .-.a@ fine place to be in business 


COOK BOOK INSERT 


‘ i . 


| 1 i, 4s Pennsylvania 


he 


Type of copy being used by Pennsylvania department of commerce to promote 
state's advantages. (Story on Page 18.) 


wt bhedersed Bes ipe= 


INTRODUCES GUEST COMMENTATORS 


SEMEAW EFT (eel NT? BOL Ve Tee 


a 


Lamont, Corliss & Co., maker of Nestle's 
chocolate and cocoa, is taking this four- 
= color, two-page space in the October 
Better Homes & Gardens which will fit 


: PLAN GRIDIRON FESTIVITIES as an insert in the Better Homes & 


p Gardens’ Cook Book. (Story on Page 30.) 


: While Bob Sneath, stylist for Hart Schaffner & Marx, was describing the summer nee 

' weight suit on the model at left, Jean Frances provided the necessary torrid 

r atmosphere for the benefit of the assembled clothing dealers at the company’s ° a 
national meeting at Chicago, Sept. 14, with a strip tease which reached its climax re ~, 


when Jean exposed the trumpeter label which Hart Schaffner & Marx has long 
emphasized as "A small thing to look for but a big thing to find.” (Story on 
: Page |1.) 


AD DIRECTOR 


Foster May, of WOW, Omaha, standing right, will be the first of a series of 

guest commentators who will appear with Clifton Utley, seated left, in the Skelly 

Oil Company broadcasts over the NBC-Red network, Monday through Friday at 

8 a. m., CDST. In the center are, left, Frank Ferrin, vice-president of Henri, 

Hurst & McDonald, agency for the account, and A. E. Taylor, advertising manager 
for Skelly Oil Company. 


INSURANCE SPEAKER 


ou Pa - ” _— ‘ 

the § \ <p - \ ‘ 

has i os \. Lee net 2 

ige: : . ‘ nae 

Re- p ; : ois ; 

uc: The production committee for the second annual Chicago advertising gridiron 


n€S dinner, to be held at the Hotel Stevens, Oct. 15, gets together to plan its enter- 
na- tainment features. Left to right: Rex Gay, Redbook; DeWitt O'Kieffe, Leo 

Burnett Company; Jack North, Aubrey, Moore & Wallace; George Speyer, stage 
director; E. C. Von Tress, Curtis Publishing Company; Mel Barker, Chicago Times; 
Dade Epstein, McJunkin Advertising Company. O'Kieffe and Barker are co- George Saddler, who has been ap- 
authoring the entertainment book. (Story on Page 22.) pointed advertising director of Parade. 


MOTOR OIL POSTER GETS A TOUCH OF REFINEMENT 


r 
44 
zs ; a me 
a _ ~ 
al ’ ool : »> » 
e —f, j = 
, 5 
; Richardson Wood, general manager, Fortune, addressed the annual meeting of Ri 
NY the Insurance Advertising Conference at Hershey, Pa., Sept. 9. Seated at his : 
ON left is David C. Gibson, vice-president and advertising manager of the Maryland 
ives Casualty Company, Baltimore, and retiring president of the conference. At Mr. 
pa McClelland Barclay wielded the brush that produced this glamorous contribution to the cause of Atlantic motor oil for the Gibson's left is Robert E. Brown, Jr., superintendent of advertising of the Aetna 
Atlantic Refining Company. The company's agency, Benjamin Eshleman Company, has just released this poster for display Casualty and Surety Company, Hartford, who was elected president of the con- 
throughout the Atlantic Company's area. ference, succeeding Mr. Gibson. = 
ws 
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Above: Oklahoma City’s 64 public schools re- 
ported a first day enrollment of 33,844 as the 
1941-42 school year started. School superinten- 
dent H. E. Wrinkle predicts that between 37,000 
and 38,000 students will attend city schools this 


year. 


Below: Late in August Oklahoma's sandlot base- 
ball championship is decided at a tournament in 
Oklahoma City under the sponsorship of The 
Oklahoman and Times. This year's attendance 
crowded the 15,000 mark. 4,000 fans saw the 
final championship game on August 28. 


This blast of 200 sticks of dynamite started the work on Oklahoma City’s 
new municipal water supply valued at $6,911,000. Thousands of workers 
will be kept busy for the next eighteen months on this project. 


Above: Two thousand Autry fans were turned 
away when all the standing room was taken at 
Oklahoma City’s municipal auditorium to enjoy 
the famed cowboy’s entertainment feature of the 
opening of Oklahoma’s defense savings bond cam- 
paign Tuesday, September 9. 


Below: Among the attendance at the annual high- 
school all-star football game in Oklahoma City 
August 29, were parties from as far away as 150 
miles. Ten thousand fans crowded one of the 
nation’s finest highschool athletic plants to see 
the 1941 football curtain-raiser. 


BA, 
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HEADLINES FOR ADVERTISERS ARE BACK OF PAGE 1 


Market changes are taking place so fast today that conventional data 
books cannot keep pace. But the inside pages of The Oklahoman and Times 
tell the story of spending in the Oklahoma City market that is headline news 
for merchandisers. 

For instance, on September 9 the mayor of Oklahoma City set off a 
charge of dynamite that signaled the start on the city’s new $6,911,000 water 
reservoir. On the night of August 29 ten-thousand rabid football fans saw 
the inauguration of the 1941 season at the state highschool all-star game. On 


the night of September 9, every seat and every aisle in the city’s municipal 
auditorium was crammed to hear Gene Autry set off the state’s Defense 
Savings Bond campaign. More than 8,500 persons attended. 

Between the lines of such reports alert sales managers are reading the 
news of spending . . . spending prompted by a cash farm income 37% ahead 
of the first six months of 1940 . . . spending reflected in department store sales 
23% ahead of last year for the week ending August 30 in Oklahoma City itself 
... spending so easily directed through advertising in The Oklahoman and Times. 


OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING COMPANY 


THE FARMER-STOCKMAN * MISTLETOE EXPRESS * WKY,OKLAHOMACITY * KVOR, CoLorapo SPRINGS 
KLZ, DENVER (Under Affiliated Management) * REPRESENTED NATIONALLY BY THE KATz AGENCY, NC: 
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